Brand personality and consumer congruity: implications for advertising strategies in India by Farhat, Reshma
BRAND PERSONALITY AND CONSUMER CONGRUITY: 
IMPLICATIONS FOR ADVERTISING STRATEGIES 
IN INDIA 
THESIS 
SUBMITTED FOR THE AWARD OF THE DEGREE OF 
doctor of 	i[n~opfjp 
in 
J9u!Mne,q.q ZIbmini.0tration 
m 
RESHMA FARI-IAT 
Under the Supervision of 
	 ..' 
I)R. BILAI MUSTAF~A KHAN 
DEPARTMENT OF BUSINESS ADMINISTRATION 
FACULTY OF MANAGEMENT STUDIES & RESEARCH 
ALIGARH MUSLIM UNIVERSITY  
ALIGARH (INDIA)  
2013  
14 
T8994 
CANDIDA'TE'S DECLRA!FION 
I. Reshma Farhat Department of Business Administration certity that the work 
embodied in this Ph.D thesis is my own bonatide work carried out by me under the 
supervision of Dr. Bilal \Iustafa Khan at Aligarh Nluslim University. Aligarh. The matter 
embodied in this Ph.1) the>i,, has not been submitted for the a\\ard of an other degree. 
I declare that I have taithfull\ ackno« (edge. ,i\ en credit to and referred to the 
research \\ orkers wherever their works have been cited in the text and the bodN of the thesis. I 
further certify that I have not willfully lifted up some others work, pars, text, data, result, etc. 
reported in the journals, books. magazines. reports. dissertations, theses. etc., or available at 
web-sites and included them in this Ph.l). thesis and cited as m\ own work. 
-n o 
Date: ...1..1'1..k 	 (Signature of the Candidate) 
1 Reshma Farhat 
Dr. Bilal1N. Khan 
 
Department of Business Administration 
rx~ 	Aligarh Muslim University, Aligarh 
Phone: 2702044, 3580 (Ext) 
29.07.2013 
CERTIFICATE 
This is to certify that the thesis titled "Brand Personality and Consumer Congruity: 
Implications for Advertising Strategies in India", submitted to the Faculty of Management 
Studies and Research, Aligarh Muslim University, Aligarh for the award of the degree of 
Doctor of Philosophy in Business Administration is a record of original work done by 
Ms. Reshma Farhat during the period of her study in the Department of Business 
Administration, Faculty of Management Studies and Research, under my supervision and 
guidance. 
This thesis has not formed the basis for the award of any degree, diploma, associateship, 
fellowship or other similar title to any candidate ofany university. 
Dr. filial Mustafa Khan 
Supervisor 
Copyright Transfer Certificate 
Title of the Thesis 	 Brand Personalit\ and Consumer Congruity: 
Implications for Advertising Strategies in India 
Candidate's Name 	: 	Reshma Farhat 
Copy right Transfer 
The undersigned hereby assigns to the Aligarh Muslim University, Aligarh 
copyright that may exist in and for the above thesis submitted for the award of the 
Ph.D deurec. 
Signature of the candidate 
COt1RSE/COMPRFHENSIVI E\:AMINATION/PRE-SU13MISSION 
SEMINAR COMPLETION CERTIFICATE 
Phis is to certil'. that `1s. IZeshma l-arhat Department of Uusin«s 
Administration has satistactoril\ completed the course \\orl:. comprehensive 
examination and pre-submission seminar requirement which is part of "her 
Ph.U. programme. 
Date:. .:~. ~?!3 	 (Signature of the Chairman of the I)cpartment) 
A± .M A 
~1..i Business Admiw ... 
A.M.U.. Alipr► 
d C1cXOWLcwEWT 
Each one cf us requires the (elp ahcE,usistance from sec cra(ot(ers in accoatp(is(ing 
any task that ac undertake'. -I t, ffiert we successfoe(y accomplish the task that tee have 
undertaken, we look back not OrelV with satisfaction but also a-itlr gratitude. it is -with 
feelings of Got( happiness andIiunirty that we procecdto e_Tress our sense of gratitude for 
the help and assistance we received. For compl'tion of this thesis, I drew help, support and 
motivation from different  sources. I wish to c cpress my gratitude to all for the 
u ,holeltearted and unhesitant manner in which I c11) artid:support was e itertded towards inc. 
,First of afl, 1 had a great fortune to conduct this research zt,orkunder the deanst ip 
of rProf. Javaid)lkhtar, Faculty of 11-lanagement Studies and Pesearc( and cfairman/ip of 
(Prof  9f. Khali Azam, Departinent of Business , dminlstratton, who gave rite the 
opportunity to carry out this research work ftith profound respect andeterna[gratitude I 
express arty Heartfelt indebtedness  to my guide (Dr. Bilal 1ustafa 	can, for Fits 
encouragement, advice, direction, support, avai(a6ifity anti patience during the research 
period. wank you for allowing me to grow academically, for providing me with your 
wisdom andyourcontinuous support along this -way. 
I accord my sincere thanks to ttPrcf Kaleent :%1o(d., (Prof fit. Israul1faquc,''Prof. 
(Parvaiz 7alib, Prof. laleed Aanaai, (Prof  Jamal 7Taroogi, Dr. Sahma A6rnad, (Dr. Ayesha 
'arooq, Dr. Sufohi \'aseem, Dr. 11o(ammad ,,\ aved 9(hian,•Dr. Fiza Ta6assum Aznti, DDr. 
Asad reltman, Dr. 4 agAfimad ' (an, Dr. 4sf,'4fi Syed and ,Dr. AsifAkltar, Department 
c f Business)ldirtinistration, ) 41' , Afigar6 for e*lending their help to researchers. 
I would: like to et-tend my sincere thanks to all staffs of Department of (Business 
Administration Li6rary,'Delhi 'University library, dL II5ti1 Luckjiou: 6i6rary for their sincere 
help during the research ztwork 
I am also grateful for the service and support I received from the (i6rartans, 
lcsearc6 Scholars, teaching and iron teaching staffs of Department of Business 
Administration, ACtgar(t tfusGm L..'urc'ersity. I also use this o.,-,ision to e.'ress my gratitude 
to all niy friends a ruf cc-ell-wisters. 
I am very much tliaiz/ fuito tiff my respondc'iits who (as supported 6y providing data 
to carry out this research uic'or&in a rneartngfid manner. 
fy most special appreciation and thanks go to my family mem6ers. weir 
commitment to my education, and support for my fife, has made prosper and develop in to 
the person I am today. This piece of work,  woulf not hair materialised without the Cove, 
untiring help a tic! in'va(uabit' trio ralsupport fro in my parents. 
Above all I 6ow my Mead before the ACmigt ty without -whose invisible hands above 
my 6e,:dI am nothing at all 'Words are not sufficient to record the countless blessings that 
Fiat e been showered upon me by t fir' Almighty ALLALl: 
1Rshma Tar1iat 
CONTENTS 
Chanter 1 	Introduction 
	
1.1 	 Introduction 
1.2 	 Research Objectives 
1.3 Scope of the study 
1 
4 
4 
1.4 	 Significance of the study 5 
1.5 i Research Framework 6 
1.6 Outline of theses 7 
Chapter 2 	Literature Review 
2. l 	 Introduction 	 9 
2.2 Consumers' Buying Behaviour 	 10 
2.3 	 The Concept of Brand and Brand Image 12 
2.3.1 Definition of Brand Image 15 
2.3.2 	 Brand Image and Brand Personality 16 
2.4 The Concept of Brand Personality 
2..1.1 	 Definitions of Brand Personality 
18 
19 
2.4.2 Brand Personality Creation & Self-Concept 21 
2.4.3 Theories and Antecedents of' Brand 
Personality 
24 
2.4.4 Measurement of Brand Personality 33 
2.4.5 	 Aaker's Brand Personality Scale 40 
2.5 The Self-Concept 41 
2.6 The Brand Personality Congruity Concept 47 
2.6.1 Major Studies on brand personality congruity 49 
2.6 .2 Antecedents oI' Sell-Brand Congruity51 
tL ornparison 01 cu-. ongruity anu i and 
Personalit", 
27 
	
The Effect of Brand Personality Congruity on 55 
Purchase Intention 
2.8 
	
Rafe of Advertising in Creation of' Brand 
	
57 
Personality Cointruity 
2.8.1 
	
What is Ad\ertisin.t:? 
	
57 
2.8.2 	Advertising _and Brand Personality Creation 	59 
2.5.3 	 Advertising and Congruency Effect 63 
(connecting 	brand 	personality 	With 
consumers' sell} 
2.9 	Research Gals 	 66 
2.10 	 Concluding Remarks 
Chapter 3 
31 	 — 
Theoretical Framework and Hypothesis 
Development  
Introduction 	 68 
3.2 Conceptual Framework 70 
3.3 t ~othcsis Dcvcto meat 
Summary 	i 79 3.4 	-  
Chapter 4 Research Methodology 
4.1 
4.2  
Introduction 
Research Questions _ 
81 
82 
4.3 Research Objective 82 
4.4 	_ 
4.4. I 
Research Desij  
Research Approach 
83  
85 
4.4.2 Sample Unit and Sample Area 86 
4.4.3 
i 4.4.4 
Research Method & Techni, uq e 
Sampling Process 
86 ,_ 
87 
4.4.5 	 Rospondent selection 	 87 
4.4.6 Selection of Brands for the Study 88 
4.43 Profile of Brands 89 
4.5 Development of Questionnaire 91 
4.5.1 Purchase Intention 91 
4.5.2 Brand Personality Scale 92 
4.5.3 
4.6 
Rationale behind usinulti item scale 92 
Measurement and Scaling Procedure 93 
4.6.1 Confirmatory Factor Analysis 93 
4.6.2 Validity and Reliability of the instrument 94 
4.62.1 Theory 94 
4.6.2.2 Application of CFA to test Validity and 
reliability of the instrument 
95 
4.6.2.3 hnportance of Composite Reliability (CR) 
over Cronbach alpha _(a) 
f 97 
_ 
1 98 4.6.3 	 Assessment Measurement Model Fit 
4.7 Data Analysis Techniques 100 
4.7.1 Independent samplet test 100 
47.2 Measuring Brand Personality and Self- 
Congruency (BPC) Effect (Euclidean 
Distance Model) 
100 
4.7.3 
4.8 
Pearson Correlation  
Pre-Test 
101 
101 
4.9 Summary 102 
T Chapter 5 	Data Analysis and Interpretation 
5.1 Introduction 	 _10., 
5.2 	 Sam lc Profile _- 103 
5.3 Brand Familiarity level of the Consumers 	105 
5.4 	 Confirmatory Factor Analysis 	 105 
5.4.1 Scale Purification 	 108 
i d I I 	 F:wtor I ic1in 	f or Brand Vanheusen 	109 
5.4.1 2 Factor Loadings for Brand Ra monds 1 	l 	1 
5.4.1.3 	 1 Factor Loadin~tts for Brand CocaCola 113 
5.4.1.4 Factor Loadin s for Brand Pepsi 115 	______~ 
5.4.1 . Factor Loadings for Consumer Self 117  
5.4 .2 Construct Reliability and Average Variance 1 	1 t 8 
Extracted 
5.4.2.1 Composite Reliability and Average Variance 119 
Extracted For Vanheusen 	 _______ 
5.4.2.2 Composite Reliability and Average Variance 120 
Extracted For Ra\ mondti  
5.4.2.3 Composite Reliability and Average Variance 121 
Extracted For CocaCola 
5.4.3.1 Composite Reliability and Average Variance 122 
Extracted For Pepsi 
5.4.2.5 Composite ItclIuhiIity and Average Variance 123 
Extracted For Consumer Sell  
X5.4. Analysis of Model Fitness 	 _   t 124 	— 
5.4.3. I Results of Fit Indices for the CFA 125 
Measurement Model for the brand 
Vanheusen  
5.4.3.2 Results of Fit Indices for the CFA  127  
Measurement Model for the brand Rayi-nonds 
5.4.3.3 Results of Fit Indices for the CFA 129 
_ \Icasurerment Model for the brand CocaCola 
5.4.3.4 Results of Fit Indices for the CFA  131 
_ _ __ Measurement Model for the brand Pepsi 
5.4.3.5 Results of Fit Indices for the CFA 133 
Measurement \lodel for Consumer Self 
5.5 	 Measuring 	Brand 	Personality 	and 	Self- 134 
Corlgruetic v C B PC) Effect 	- 
5.5.1 Correlation Analysis 135 
Independent Sample i_te t 
5.2.1 For the brand \ aaheuscni 138 
5.5.2.2 For the brand Raysnonds 138 
5.5.2.3 ror the brand CocaCola 138 
5.5.2.4 For the brand Phi _ 
Summary of I Iv otheses results 
139 
5.6 140 
5.7 Conclusion 143 
Chapter 6 Findings, Implications & Conclusions 
6.1 
6.2 
Introduction 
Findings of the Shidy 
 144  
145 
6.3  
6.4 
 Summary nl ttc Finding 	 152 
 implications for Advertising Strategies 	154 
6.5 JnagcriaI Implications 156 
6.6   
6.7 
Limitations of the Study  
Future Research Directions 
_ _ 158  
159 
6.8 Conclusion 161 
References [63-182 
Appendices 
Appendix I 	- ucsti.ormairc 
A 	endix it (Research Publication) 
LIST OF TABLES 
Table 	 Table Captions 
No. 
Page 
No. 
	
1.1 	Outline of'Chcsis 
2.1 	Critical Review of Definitions of Brand Image 
8 
IS 
2,2 Critical Review of the Definition oiBrand Personality 20 
2.3 Overview of the Personality Theories 
Example of Adjectives, Q-Sort Items, and Questionnaire 
Scales 
Defining the Fivc Factors 
25 
2.4 29 
31 2.5 The Five Dimensions of Personality from Fiske to Present 
2.6 	Some Studies on the Antecedents of Brand Personality 
2.7 	Summary of related researches on brand personality theory 
32 
35 
2.8 Some Dimensions and Frameworks of Brand Personality 
Measurement 
37 
2.9 Summary of Major Brand Personality Studies 37 
2.10 
2.11 
Major studies on the effect of self image congruity on 
customer behaviour 
51 
Conceptual 	comparison 	of self-congruity 	and 	brand 
personality 
53 
2.12 	Conimity models applied in prior studies 04 
84 4.1 Exploratory Vs Descriptive Research 
4.2 Cutoff Criteria for Several Fit Indexes 99 
5.1 Descriptive Statistics of Demographic Characteristics 104 
5.2 Summary of Familiarity Statistics 105 
5.3 Coding of Brand Personality Scale items 
Coding of Brand Personality Scale items used for Brands 
under study 
10ti 
5.4 107 
5.5 	' Coding of Purchase Intention items used for brands under 108 
study 
5.6 Factor Loadings for brand Vanheusen 109 
5.7 Factor Loadings for brand Raymonds 11 I 
113 5.8 Factor Loadings for the brand CocaCola 
5.9 Factor Loadings for the brand Pepsi 
Factor Loadings for Consumer Self 
115 
5.10 I L7 
5.11 Composite Reliability and Average Variance Extracted For 119 
Vanheusen 
5.12 Composite Reliability and Average Variance Extracted For 120 
Ravmonds 
5.13 Composite Reliability and Average Variance Extracted For 121 
CocaCola 
5.14 Composite Reliability and Average Variance Extracted For L22 
Pepsi 
Composite Reliability and Average Variance Extracted Far 123 5.15 
Consumer Self 
5.16 Results of Fit indices for CPA Measurement Model for 126 
brand Vanheusen 
5.17 Results of Fit indices for CFA Measurement Model for 128 
brand Ravmonds 
5.18 Results of Fit indices for CFA Measurement Model for 130 
brand CocaCola 
5.19 Results of Fit indices for CFA Measurement Model for 132 
brand Pepsi 
5.20 Rcsults of Fit indices for CFA Measurement Model for 134 
Consumer Self 
5.21 Overall result of model fit indices 134 
5.22 Correlation 	between 	image 	congruence 	and 	Purchase 136 
Intention 
5.23 Correlation between brand personality diniensions and 136 
Purchase intention 
5.24 Median Scores of the Brands 137 
5.25 
5.26 
5.27 
5.28 
 T-test for the brand Vanheusen 
T-test for the brand Ravmonds  
T-test for the brand CocaCola 
T-test for the brand Pepsi } 
138 
138 
138 
139 
5.29 Overall Purchase Intention of Brand Categories 139 
5.30 Summary of the results of hypotheses 140 
6.1 Comparison of Brands on Brand personality dimensions 150 
LIST OF FIGURES 
Figure No. Title of the Figures Page No. 
1.1 Research Framework 6 
2.1 The Common Crotuid between Brand Image and Brand 
Personality and Specific Elements 
17 
2.2 "Brand Image" and "Brand Personality" Interrelation 
Aaker's Brand Personality Dimensions 
23 
2.3 40 
2.4 Brand Personality Creation and Transfer 62 
3.1 Conceptual Framework 71 
4.1 Stages in Selection of Sample 83 
4.2 Major Types of Descriptive Studies 85 
4.3 	Category of Brands 88 
92 4.4 	Aaker's Brand Personality Scale 
4.5  Validity and Reliability of instrument 94 
4.6 Model Fit Measures 99 
5.1 CFA Measurement Model for the brand Vanheusetr 125 
5.2 CFA Measurement Model for the brand Raymonds 127 
5.3 CFA Measurement Model for the brand CocaCola 129 
5.4 CFA Measurement Model for the brand Pepsi 131 
133 5.5 CFA Measurement Model for the Consumer Self 
Comparison of brands on the Sincerity Dimension 6.1 147 
6.2 Comparison of brands on the Excitement Dimension 147 
6.3 Comparison of brands on the Competence Dimension 148 
6.4 
6.5 
6.6 
Comparison of brands on the Sophistication Dimension 
Comparison of brands on the Ruggedness Dimension 
 148 
149 
Comparison of brands on overall Congruency 150 
CHAPTER 1 
INTRODUCTION 
1.1 Introduction 
In today's context of ever expanding affluent society and with the growing adoption of lavish 
life style by the populace. the function of consumption has changed. The number of products 
and services offered in the market is exploding and more and more new products are 
launched eery now and then. Besides, it is not only the total number of new products offered 
in a market, which increases but also their homogeneity. As a result of this product boom, the 
companies increasingly struggle to differentiate their products from those of competitors. 
Also, the shortening of' product lit c cycle (PLC) implies that new products are entering the 
market more quickly. In this backdrop the consumer's decision making process in selecting a 
particular brand has been considered as a complex choice process. This process is becoming 
more complicated as manufacturers continuously introduce new brands in the market. 
Therefore, understanding the process by which consumers form purchase decision is of vital 
importance to marketing managers as well as to consumer researchers. 
Consumers do not primarily purchase products to satisfy their basic physiological and safety 
needs only, but also to reach higher-order goals. The social needs, self-esteem needs and the 
need for self-actualisation come to the fore and play a more important role in the purchase of 
products. Thus, brands are increasingly positioned within the emotional and experiential 
world of the consumers. The non-functional product attributes such as the symbolic meaning 
gain in importance. Within this frame, a personality-directed brand management approach 
has found its way into the business world. 
At the most basic level, the process by which people purchase a product or brand is guided by 
needs and wants. Brands offer diftcrcnt values to the consumers. these values basically 
include functional (i.e.. the problem solving capability of a brand). experiential (i.e., benefits 
related to sensory enjoyment or cognitive arousal) and symbolic brand benefits (i.e., the 
signal effects shown to other via the brand) as observed (Keller, 1993). Factors like necessity 
and desire remain the driving forces, but the consumption process is not as simple as an 
individual having the need or wants for a product or a brand. Consumers purchase a product i 
brands not only on the basic of their function or quality but do so, more importantly, because 
1 
of the symbolic meanings contained in products/ brands (Veryzer, 1995). A brand with 
functional benefits is one designed to satisfy consumers' needs to solve consumption-related 
Problems while a brand with symbolic benefits is one designed to fulfil consumers' desires 
for self-enhancement, role position, group membership, or ego identification. 
Brands often undertake socio-p,,;vchological function and serve as a tool for self expression, 
which means that consumers use brands as a reflective sclf(Baur & Huber, 1997; Hieronimus, 
2003). Levy (1959) supported this fact that the symbolic expression of consumption 
behaviour may be more important to the consumer than the functional benefits of the product. 
Ili order to attain the objective of providing symbolic utility to the consumers the concept of 
building brand image evolved. In present scenario brand image has been an important 
concept in consumer behaviour research since the early 1950s. Both marketing researchers 
and marketers have long advocated the use of a clearly defined brand image as a basis for 
market success. Murphy (1990) describes the life cycle of a brand in terms of three stages. 
First, a new brand may enjoy a 'proprietary' period where it is seen as unique in the market. 
Second, the brand enters the `competitive' stage where competitors match the functional 
character of the brand and new ways must be found to sustain a significant product advantage. 
Third, the 'image stage' of the brand cycle is one in which any unique product and functional 
advantages are eroded and symbolic values (brand images) have much greater importance in 
differentiating the brand from its competitor. 
Brand personality is a much stronger differentiation than purely product related attributes 
(Biel, 1993). Hence an important notion in the context of brand differentiation, which is 
currently receiving increasing attention in the marketing domain, is brand personality (Aaker, 
1997). The personality directed brand management enables a company to better exploit the 
emotional benefits of a brand and to build up a long-term customer brand relationships. The 
personality theory approach often applied to marketing holds that individuals have a self 
concept. The Self-concept represents knowledge structures that consist of beliefs about the 
self; including one's attributes, social roles and goals (Cassielles 2005). A consumer may 
tend to buy a product to express something about himself or herself, communicating to others 
what he or she believes or he she is like. Consumers may make purchases based on his self-
concept, because, he sees certain object as being a part of his identity. Marketers believe that 
the consumers; self-concept can be used to influence the consumers' purchase intention and 
`a 
decision. Research in self-concept has been directed towards understanding the consumer 
behaviour towards product. 
The self-concept of the consumer influences his assessment of the brands and his purchase 
(Sirgy, 1982; Belk, 1988; Malhotra, 1988; Zinkhanl & Hong, 1991, Plummer, 2000 & Parker, 
2009). Landon (1974) also suggested that individuals show interest in a brand which is 
consistent with their personality and self-concept. Attaching personalities to brands 
contribute to a differentiating brand identity. which can make brands more desirable to the 
consumer. Therefore while positioning the brand; it is important to treat a brand like a human 
being with specific personality traits. If the brand has a distinctive personality, it will come 
alive for the consumer and endear itself to him. It will help the consumers in identifying with 
the brands' personality traits. In the past studies, researchers have attempted to use 
personality theories to explain consumers' behaviour. They have tried to identify meaningful 
relationships between a consumers' personality and the brand personality and their 
purchasing behaviour, so that the consumers can be motivated by the desire to feel a certain 
way. 
Also assigning a personality or a human form to the products, the symbolic presentation is 
strengthened as it assists the consumer to associate with the brand. Consumers have been said 
to evaluate a brand based upon their self-concept and what they aspire to be. It is very well 
defined as to how individuals see themselves (C'ooley, 1902). It helps in projecting the 
attributes of the brands so that identification with the brands become easy — marketers use 
human metaphors which have relevance with the consumer's conscious and unconscious 
motives (Dent Read & Szokolszky, 1993; Zalthman, 1967). A favourable brand personality 
can increase consumer preference and usage (Sirgy. 1982). foster feelings of comfort and 
confidence in the minds of consumers (Biel, 1993), enhance levels of loyalty and trust 
(Fournier, 1998), and can also provide a basis for brand differentiation among the myriad 
brands in the market, hence potentially influencing consumers' brand purchase intention 
(Keller, 1993. 2003). Aaker (1997) proposed a scale to measure the brand personality which 
explained "when and why consumers buy brands for self-expression purposes" and that it 
may drive consumer purchase intention. If the brand personality is positively valued, it 
strengthens the consumer and brand relationship resulting in a match between consumer's 
personality and brand personality (a congruency factor). However only a handful of studies 
have 1. cused on sell-image congruity with a brand's personality characteristics (Govcrs & 
KI 
toormans, 2005; Murphy et al., 2007), which is significant in providing insights into 
onsumer purchase behaviour. 
~ well-communicated brand image enables consumers to identify the needs satisfied by the 
hand and thereby differentiate the brand from its competitors. The Image Advertising seems 
a he a strategic option for the marketers to build a unique image of their product or brand in 
he consumers' mind. Advertising is the primary mode of communication between the 
ompany and its prospective customers. The advertisements must connect to the consumer 
nd create in his mind a position and favourable image of the brand. As the importance of 
'rand image strategy in marketing is growing, a vital research issue that evolves is how the 
iositive brand image perceptions can be built using appropriate branding strategies that evoke 
avourable consumer behaviour. 
.2 Research objectives 
'hus, the focus of this research is to understand the role of self-concept- brand personality 
spects on consumer buying behaviour and to probe how this brand personality consumer 
ongruity influences the purchase intention of the consumer in the Indian apparel and 
everage market. The focus of this study may further be elaborated as following: 
1. To analyse the personality (actual self) of consumers of selected product categories in 
Indian market. 
2. To measure and analyse the perceived brand personality of the brands selected for the 
study. 
3. To measure the brand personality consumer congruity of chosen brands and to analyse 
the interrelationships (congruity effect) among the brand personality and the self 
concept of consumers. 
4. To examine the brand personality congruity effect on consumer's purchase intention. 
'hus, the study offers insights for effective brand management strategies especially 
dvertising strategies for apparel and beverage brands in India. 
3 Scope of the Study 
icographically, the study was limited to northern part of India (Delhi NCR Region). The 
rands covered under this study were randomly selected. This study using Aakcr's brand 
0 
personality scale (1997) framework, will reveal whether there exists `congruency' between 
consumer's self and brand personality and its magnitude in relation to Indian consumers with 
respect to the brands selected for this study and also investigating the impact of such 
congruence on consumers' purchase intention. 
1.4 Significance of the Study 
The present study examines the role and impact of brand personality congruity on purchase 
intention of Indian consumers towards selected brands. The results emerging from the study 
will contribute in building an understanding of the influences of brand personality congruity 
on purchase intention of the consumers. These results will be beneficial to all advertising 
companies and marketing managers through gaining a clear insight of how important a brand 
image is, how to build and maintain a successful brand personality and how to create a 
congruity factor in the minds of the consumer which may influence the customers to build a 
positive purchase intention towards the brand or product. 
The study will also add to the existing knowledge of brand personality congruity and its 
impact on purchasing behavior of Indian consumers. This will, no doubt, help to provide 
more reference to all the future researchers who may pick interest in this field. Therefore this 
research is important basically for two reasons: 
1. To contribute to the knowledge of' purchase trends in apparel and beverage categories 
by expanding behavioral theories. This study could provide a clearer understanding of 
brand personality congruity factors that influence the purchase intention of the 
consumers from congruity theory perspective. 
2. To facilitate a better understanding of the brand personality congruency factors that 
determine or which affect the purchase intention of consumers. This will help the 
advertising companies and marketing managers to maintain their brand reputation by 
properly differentiatin,` their products or brands and by effectively positioning their 
products and brands relative to their specific target consumers, by enhancing the 
Image advertising field. 
5 
1.5 Research Framework 
The following research framework was adopted in carrying out this research work. 
Figure 1.1: Research Framework 
Pretiminary 
Concentualisation 
Literature Review 
Research Gao 
Expert Review 	" Identification of constructs " 	Secondary Information 
Formulation of Research 
Framework 
Instrument Reliability 
Instrument Validity 
Instrument Development 
Pilot study & refinement 
Primary Data Collection 
Data Cleaning & 
'Tabulation 
Data Analysis 
Findings and Conclusion 
Implications & directions 
for future research 
1.6 Outline of Thesis 
Chapter 1 of the thesis gives a brief overview about the topic of study and illustrates the 
relevance of the topic and defines the thesis' research objectives. Furthermore, it outlines the 
significance and scope of the study. 
Chapter 2 gives a literature review. Under the theme of personality and congruency, 
literature review focuses on past and present research carried out on brand personality 
congruency. A deeper understanding of brand personality and congruency and explaining its 
importance for the consumer's purchase decision. It also provides a conceptualisation of the 
brand personality construct in reference to different theories from personality psychology and 
presents the dimensions and determinants of a brand's personality. Thereby, the Brand 
Personality Scale of Aaker (1Q97) is given particular consideration. 
Chapter 3 discusses the conceptual framework of the study. 
The Research Methodology adopted has been given in chapter 4. wherein, a description of 
the problem statement, objectives, hypothesis, research design and method utilised in the 
study has been included. 
In chapter 5. the empirical data is presented with its analysis and interpretation. This is 
followed by the discussion on the basis of results. 
In the final Chapter 6 We will discuss our findings and conclusions and finally the thesis 
concludes with managerial implications derived from the research results, limitations as well 
as an outlook for future research needs. 
The dissertation is organised into following chapters. A brief summary about each chapter is 
given below: 
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Table 1.1: Outline of Thesis 
Chapters Description 
Chapter I Introduction & Research Problem 
Chapter 2 Literature Review 
Chapter 3 	 Theoretical Framework & Hypothesis Development 
Chapter 4 	 i Research Methodology 
Chapter 5 	 Analysis & Interpretation 
Chapter 6 Findings, Implications & Conclusions 
\Vith this background the subsequent chapter will focus on literature review. In the present 
chapter, broad objectives for research are identified. By keeping these broad objectives in 
mind, the next chapter further concentrates on conceptual development of identified and on 
creating a synthesis among them to lay down the foundation for theoretical framework. 
Definition. 
Brand: "a name, term, sign. symbol, or design, or a combination of them, intended to 
identify the goods or services of one seller or group of sellers and o differentiate them from 
those competitors" (Kotler, 2003, p 418). 
St'image: The totality of the individuals' thoughts and feelings having reference to himself 
herself as an object (Rosenberg, 1979). "Self-concept is multidimensional in nature and is 
used when making determination of 'fit' or congruity with the brand" (Sirgy, et. al., 2000). 
Brand image: Consumer perception of and preference for a brand, as reflected by the various 
types of brand associations held in consumers' memory (Keller, 2003). 
Brand Personulin,: "set of human characteristics associated with a brand" (Aaker, 1997). 
Brand persona/it)' congruence: The degree of match between the consumers' self image and 
the brand user image (Lindquist & Sirgy, 2009). 
Purchase intention: "What consumers think they will buy" (Blackwell et. al. 2006) 
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CHAPTER 2 
LITERATURE REVIEW 
2.1 Introduction 
"A litei•atiurc rc'vieit is based on the assumption that knowledge accumulates and that people 
learn from and build on what others have done. " 
(.Veurman. W.L., 2003) 
Based on the above fact this chapter focuses on published literature connected to our research 
problem. The shared goals of this review are to "demonstrate a familiarity with the body of 
knowledge in this area and to establish their credibility; to show the path of prior research and 
how our study is linked to them; to integrate and summarize what is known in this area, and 
to learn From others and stimulate new ideas" (Neuman, 2003). The literature pertaining to 
the constructs of proposed model of this study, including concept of brand, brand personality, 
congruity and the role of advertisement in creating the congruence which help in building a 
positive purchase intention, has been exhaustively reviewed. 
Researchers study the structure of consumer attitudes of why consumers like or dislike a 
particular brand or product, primarily, to better understand how to build favorable attitude 
towards the purchase intention. Consumers have a variety of different needs and wants that 
drive their consumption behavior patterns and so isolating and understanding the needs and 
wants that relate to likes or dislikes of brands and products is of utmost importance to 
marketers. At times, consumers base their choices on brand evaluations; if consumers like a 
brand, they are more likely to purchase it. Other times, choice is attribute based; for example. 
one may buy the least expensive brand, or the brand believed to function best on a particular 
attribute. One important consumer need is the consumption motivator self-expression. 
Consumers at times purchase brands that communicate a particular image and when they 
found this brand image in congruence to their self image, they develop a sense of favorable 
purchase intention by the formation of this construct in their Illinlls, that is. brand personality 
congruity. To better understand consumers' self-expressive needs and the influence on the 
purchase intention, much research falls in the domain of self-congruity theory which has been 
cup erect under following sections. 
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The chapter is composed of seven parts, which intend to present a holistic theoretical basis in 
order to allow and justify an in-depth analysis of the empirical findings. The first part 
clarifies the concept of consumer buying behaviour, the second summarizes the overview of 
the brand image construct focussing on the brand personality constructs, central to the present 
study. Third concept reviews the major studies on brand personality. The fourth section 
comprises of the theories and definitions of self-concept followed by the section which 
reviews the brand personality congruity part. Fifth part comprises on studies on brand 
personality congruity. Sixth section is the collection of relevant literature on the impact of 
brand personality congruity on the purchase intention of the consumers and finally, the last 
chapter envisages the concept of advertising and role of advertisement in the creation of 
brand personality congruity. 
2.2 Consumers' Buying Behaviour 
Consumers are individuals who buy products and services for personal consumption. The 
ultimate aim of all marketing communication is to get consumers to act in a manner that 
marketers' desire. In order to act in a manner that can persuade a consumer to act, marketers 
need to understand how consumers behave and how they make their purchase decisions. Shah, 
D'Souza (2008) define consumer behavior as the study of individuals, groups or 
organizations and the process they use to select, buy, use, and dispose-off goods, services, 
experiences, or ideas to satisfy needs. 
According to Kotler et. al (1999), there are five stages of consumers buying behavior. 
however, consumers do not pass through all the stages in their everyday purchase. For 
example, in everyday commodity purchase, information search and evaluation are omitted. In 
other words, consumers faced with complex purchase situation pass through all this stages. 
• Need recognition: this is when the consumers defined their problem or need. A need 
could arise either as a result of internal or external stimulus. Example of an internal 
stimulus is when you need to eat something as a result of hunger. External stimulus 
arises from commercial on television after which the consumer thinks that the 
brand/product is needed. Therefore it is of importance that marketers find out what 
stimulus attracts interest in their brand. 
• !lzforniatiolz search: this is when consumers start to search for information either 
through commercial source, personal source, public source, and experiential suurcc. 
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This information enhances the consumer's knowledge and awareness of the available 
brand. 
• Alternative evaluation: this is the stage whereby the consumers evaluate and rank 
alternative brand based on the information they have. Such information can be price 
or quality etc. 
• Purchase decision: this is when consumers purchase the product. Consumer's 
perception of a brand can be influenced by unforeseen situational factors and attitude 
of others. 
• Post purchase decision: this is when the consumers compare their expectation and 
perceived performance. Kotler et. al. (I 099) stated that they get satisfied when their 
expectations are the same with the product performance. 
Also, there are various factors which directly or indirectly affect the consumer behavior 
towards his purchase decision. Among the various present factors. Kotler et al (1999) listed 
out to v of the factors such as cultural, social, personal, and psychological factors, which have 
the direct influence on the consumer behaviour. 
• Cultural factors have to do with the culture, subculture or social class in which a 
consumer identifies his , herself with. 
• Social factors have to do with the consumer's family, reference groups and the 
consumer's role and status. 
• Personal factors are the lifecycle status and age of consumers. Also, the economic 
situation, occupation, self-concept and consumers personality. 
• PsYchologic•al factors include perception, motivation, learning, attitude and belief of 
the consumers. 
Therefore, consumer buying behaviour is a complicated issue due to the fact that many 
internal and external factors have effect on consumers buying decision. Therefore, it is the 
utmost need of the hour to study the factors which enhance the purchasing intensity of the 
consumer. In depth research are needed in this field to probe into the demand side of the 
market rather than the supply side in order to give desired service and quality brands to the 
consumers which may build a positive purchase intention in the minds of the consumer and 
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may build brand loyal and satisfied customers. However, in this study, the personal factor of 
purchase behavior is taken into consideration, in general and the case of symbolic utility, as 
an important predictor of building positive purchase behavior is studied, in particular. 
Initially product was treated just as commodity to fulfil the need, wants and the desires of the 
consumers, i.e., only for the functional usage but in order to create differentiation in 
increasingly competitive markets by offering the customers something extra over and above, 
the functional attributes and associated potential benefits. ). Hence, the emphasis shifted to 
symbolic, emotional features that generated more socio-psychological associations in the 
minds of the consumers (Graeff, T. R., 1996, Simoes, C. and Dibb, S. 2001). It thus became 
accepted that developing, communicating and maintaining a brand' s image is critical to the 
long-term success of a brand, with the core activity of many companies transformed from the 
production of things to the production of images (Salzer Morling, M. & Strannegard, L., 
2004). 
In the consequent section the concepts of brand image, brand personality, self-concept and 
congruency. and their impact on the purchase intention of the consumer is being reviewed. So 
as to get an in-depth knowledge of the concept of Brand Personality Congruity and its 
importance in the marketing world of today is paid heed, so as to get a better understanding 
of these concepts vis. a vis. to formation of favorable purchase intention of the consumers. 
2.3 The Concept of Brand and Brand Image 
".-I product is something made in a . factory: a brand is something that is bought by the 
customer. A product can be copied by a competitor and quickly outdated; a successful brand 
is unique and timeless! " 
- Stephen King, JVPP Group London 
A product is a physical entity that lives in the real world. A brand is a perceptual entity 
that lives in the consumer's mind. A brand is something different from a product, more than a 
simple commodity (Wood, 2000). According to American Marketing Association, 1960, cited 
in Wood, 2000, "a brand is a name, term, symbol, or design, or a combination of' them. 
intended to identify the goods or services of one seller or group of sellers and to differentiate 
then from those of competitors". Even though this definition was already turned in the early 
stages of marketing, it is still prevailing and captures the main idea and essence of branding. 
From a company perspective, brands can function as carriers of inlormation and symbols of 
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certain life-styles to attract consumers. Further, brands can represent an opportunity to 
achieve financial growth by adding value to the products. 
From a consumer perspective on the other hand, a brand can be a source of information and a 
perceived guarantee for quality when the brand itself strongly represent certain attributes. 
Wood (2000) even argues that brands and added value are synonymous. As all variables that 
arc not quantifiable, added value is a very subjective sensation that can vary substantially 
from customer to customer (Sherrington, 201)3). The key change that allows a product to 
evolve into a brand in consumers' minds is the existence of intangibles. Therefore "a product 
is something that is made in a factory, a brand is something that is bought by a consumer 
(Randall, 2000 & Sherrington, 2003)." 
Throughout history, advertisers have attempted to humanize and personify brands and 
products using animism tactics, the processes by which inanimate objects are imbued with 
characteristics that make them somehow person like (Aaker. 1997). Grubb & Grathwhohl 
(1967) suggested that brands, products, and stores have "psychic values" to certain market 
segments that relate to some consumer market behaviors. 
David Ogilvy (1983) proposed that image means personality. He stated, "products, like 
people, have personalities, and they can make or break them in the market place." The 
personified brand has captivated the attention of advertising researchers, particularly in the 
decades of the 1980's and 1990's. 
Keller (199 3) defined brand image as "the perceptions about a brand as reflected by the brand 
associations held in consumer memory". "Brand image" — is a symbolic construct created 
within the minds of people and consists of all the information and expectations associated 
with a product or service. The basis for the development of a brand identity is an in-depth 
understanding of the firm's customers, competitors, and business strategy (Aaker & 
Joachitnsthaler, 2000). To be effective, a brand needs to resonate with consumers. 
differentiate the brand from competitors, and represent what the organization can and will do 
over time (Aaker & Joachimsthaler, 2000). It is the set of associations linked to the brand that 
consumer hold in memory" (Keller, 1993, p.2).  Both of these dimensions play a significant 
role in affecting consumer decision making by increasing the profitability that the customer 
will choose the specific brand over other brands offering the same product or service. 
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Brand image has been a central concept for communication scholars and marketers at least 
since the 1950's (Patterson, 1999). In today's highly competitive information landscape, 
marketers attempt to establish images for their products, symbolized by the brand in order to 
garner a position unique from the competitive choices. An established brand image position is 
critical in order to protect against competitive offering and enhance long-term market 
performance (Shocker & Srinivasan, 1979). A brand image is established in the consumer's 
mind via multiple sources of information regarding the brand and/or product. In particular, 
various forms of communication both controlled and uncontrolled by marketers (e.g., word of 
mouth, advertising, packaging) and even via the observation of the type of people who use a 
particular brand. 
Brand image perceptions develop from two general types of informational associations: 
attributes and benefits. Attributes are descriptive features that represent what a consumer 
thinks that a product has or does and ascribes to a brand. Attributes are both "product related" 
(i.e., features needed for performing the product function) and "non-product related" (e.g., 
price, packaging, brand personality) (Aaker, 1996: Schultz & Barnes, 1999). In comparison, 
benefits are the "personal value" (i.e., what the consumer perceives the product attribute will 
do for them) that consumers ascribe to a brand (Aaker, 1996: Keller, 1993). 
The benefits a consumer ascribes to a brand image, relate to three underlying consumption 
motivations (i.e.. needs): functional needs (i.e., desire fbr problem removal), 
experiential/sensory needs (i.e., what it feels like to use a product), and symbolic needs (i.e., 
social approval and personal expression) (Park, Jaworski & `-laclnnis, 1986). Functional and 
experiential brand benefits are associated with product related attributes (physical product 
characteristics and features) (Keller, 1993). In contrast, symbolic benefits relate to non-
product attributes, such as user imagery (Solomon. 1983). A major symbolic brand 
association, that has garnered the attention of researchers, is the concept brand personality 
(Aakcr, 1997). 
Essentially, brand image is a subjective perception of functional and non-functional 
information regarding the product or service (Patterson. 1999: Sutherland et al., 2004). A 
slightly different conceptualization, suggest that brand image is an overall perception, a 
mental representation, about a brand as indicated by informational associations stored in 
consumer memory (Aaker, 1996: Keller, 1993: Schultz & Barnes, 1999). Informational brand 
associations, link to a brand symbol iii memory are what consumers think about when 
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characterizing a brand's image (Batra et al., 1996; Keller, 1993). Brand associations that 
consumers believe will satisfy their needs, wants, and desires better than competitive choices; 
garner favorable responses (Keller, 1993). In other words, brand associations are what 
consumers think about when characterizing a brand's image, which influences how one feels 
towards a brand. 
2.3.1 Definition of Brand Image 
A chronological analysis of the definition of the teen 'brand image' shows that symbolism, 
perception and cognitive or psychological elements had been the basis for brand image 
definitions, while personification, relationships/communication and self-concepts (namely 
self-image) have been more recently introduced. However, those elements should not be 
ignored since, from a psychological perspective, consumers can develop relations dyads with 
brands that are "humanized" by advertisers (Fournier, 1998). The idea had been suggested by 
Sirgy (1985) when arguing that a product is more likely to be enjoyed if there is congruity 
between its image and the image of the user. From that humanization or personification of 
brands emerged the concept of brand personality. 
Table 2.1: Critical Review of Definitions of Brand Image 
Author 	I~ Definition of Brand Image 	 Emphasis 	given/new 
nlmmc.nfc 
Gartner &, Levy j The 	social 	and 	psychological 	nature 	of Cognitive or 
(1 955)  products Psychological elements 
Mayer (1958) The impression of a product in the mind of 
potential users and consumers 
Kotler (1991) The set of beliefs held about a particular 
brand. 
Newman Everything people associate with a brand 	Perception 
(1957) 
Herzog (1963) 	I The sum of total impressions 
Runyon 	& 	The product perception 
Stewart (1987) 
Keller (1993) A perception about a brand as reflected by 
the brand associations held in consumer 
memory  
Levy (I 959) The symbols by which we buy 	 Symbolism 
Sommers 	Perceived product symbol kin 
(1963) 
Pohlman 	& ; Symbolic Utility 
Mudd (1973 ) 
ftel l 1092) 	l he fi 	ery of the user  
f 	c, 
 
. ...t, 	i <).- 	~ -r•t, 	...... 	1-. 	.I. 	....  
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Durgee 	& Brand moaning 
Stuart 1987 
Friedniann 	& The psychological meaning of products 
Lessig 
(1987)  
Aaker (1996) The set of associations, usually organized 
in some meaningful way 
Sir v 	1985)__ Personality image Personification 
Hendon 	& Brand personality or brand character 
Williams 
1985 
iJpshaw (1995) The appearance of a brand is the external 
personality shown by the brand, like that of 
a person. 
Aaker (1996) & Brand as a person 
Aaker (1997)  
Patterson(1999) Brand 	image 	is 	an 	element 	of brand 
&Hosany, personality 
Ekinci, 	& 
IJ •sal (2006)  
Park, Jaworski, The understanding consumers derive from Relationship/ 
& 	Maclunis the 	total 	set 	or brand-related 	activities communication 
(1986) engaged by the brand 
Aaker 	(1996) Brand 	image 	is 	significant 	related 	to Self concepts (self image) 
de customers' self-concepts 
Chernatony 
Dall'Olmo 
(1998) 	and 
Solomon 
(1999) 
Source: Adapted and extended from Dobni and Zaihan (1990). 
In regards to formal definitions, brand literature provides the related conceptualizations of the 
brand image construct with the brand personality, both discussed in next section to provide a 
comprehensive overview 
2.3.2 Brand Image and Brand Personality 
In the 1980's, advertising and brand image researchers transposed the unit of observation 
from consumer personality to brands by ascribing to them a personality (Ogilvy. 1983; 
Plummer, 1985). Over time, research has supported the contention that brands develop 
unique personalities that can serve as units of observation and analysis (Aaker, 1996; Aaker, 
1997, 1999; Ogilvy, 1983; Plummer, 2000; Sutherland etal., 2004). 
Figure shows the interaction between the concepts of brand image and brand personality as 
Well as the predominant constructs of each one. Brand image is centered on constructs such 
as perception, impression, symbolism and imagery which are reflected in the representations 
of a brand in the mind of the consumer. Brand personality, being considered "the soft, 
emotional side of brand image" (Biel, 1993 cited by Ekinci & Hosany, 2006, p. 131), relies 
mainly on human personality traits associated with a brand-personification (Aaker, 1995, 
1997; Azoulay & Kapferer, 2003; Keller, 1998), which implies consumer involvement with 
the brand as "consumers establish relationships with brands based on their symbolic value" 
(2006). 
Figure 2.1: The Common Ground between Brand Image and Brand Personality and its 
Specific Elements 
Perception 
Imagery 
Messages 
Reputation 
I in pre $ Si on  
Brand-related 
activities 
Meanings 
Symbols 
Self-concepts 
(Self-image) 
Associations 
Personality traits 
Consumer-centered 
Human 
Characteristics 
Personification 
Psychological 
values 
Brand image 	 A component of 	 Brand Personality 
Source: Pereira, et.aL, 2012 
From the above figure, one possible conclusion can be drawn that only after establishing a 
relationship with the brand, consumers can assess brand personality, recognizing, or not, their 
own personality traits in the brand or assess to what extent it particular brand can help to 
express his her own characteristics. In other words, brand personality is the continuation or 
not of the "image" held about a brand. Therefore these two concepts arc related they both 
share constructs such as meaning, sell-concepts, personality and image (Pereira, et. al., 2012). 
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Therefore, the concept of brand image forms a base to give way to other related concepts of 
brand personality, which describes the brand as a human and with human characteristics. The 
relevant literature on the concept of brand personality has been reviewed and presented in the 
next section. 
2.4 The Concept of Brand Personality 
Personality is a dynamic organisation, inside the person, of psychophysical systems that 
create the person 's characteristic patterns of behaviour, thoughts and feelings. 
(GM. Allport, 1961) 
The concept of personality has been immensely used in existing marketing and psychology 
literature over forty years of research in marketing. Levy 1959 & Martineau (1958) has 
shown that the perceptions and associations consumers have, about brands, go beyond their 
functional attributes and benefits, and include non-functional, symbolic qualities, often 
referred to as "brand image". There are two general types of personality research in the 
literature; one which considers personality as a set of internal traits that dictate a person's 
consistent and characteristic response to stimuli which explain a person's behavioral 
tendencies (Kotler, 2003; McShane & Von Glinow, 2005: Sheth & Mittal, 2004), and the 
other, as an interaction of the individual and the external situation he/she is in (Wee, 2004). 
Both research foci have aimed to examine factors that will enable researchers to predict, 
modify, and control human behavior, relying greatly on knowledge from psychology, 
sociology, and psychiatry (Sweeney & Brandon, 2006). 
In reference to the paradox of personality in marketing. we all have a personality, but we do 
not know how it is systematically related to our consumer behaviour (Albanese, 1989). 
However, some have argued that the symbolic use of brands is possible because consumers 
often imbue brands with human personality traits (termed animism; e.g., Gilmore 1919). A 
brand is perceived to possess a personality in much the same way as humans. Therefore, 
brand personality can be defined as the set of human characteristics associated with a brand 
and it tends to serve a symbolic or self-expressive function (Jennifer L. Aaker, 1997). 
18 
Azoulay and Kapferer (2003) define personality as it clear construct which is dissimilar to the 
cognitive construct, skills and capabilities. Since the concept of brand personality gained 
acceptance in the academic and corporate circles, much research has been directed to 
ascertain the influence of individual personalities on evaluating brands (Levy, 1959; 
Kassarjian, 1971: Sirgv. 1982: Plummer. 1985: Duhoft: 1986: Durgec, 1988; Ogilvy, 1988; 
Carr. 1990, Aaker, 1997). There have been several researches devoted to studying brand 
personalities (Supphellen & Gronhaug, 2003; \'enable et al., 2003; Okazaki, 2006). Some 
researchers have investigated the influence of brand personality in enabling consumers to 
improve their self-image and encouraging scl t-expression (Malhotra, 1981; Belk, 1988; 
Kleine et al., 1993). Rajgopal (2008) posits that brand personality traits provide a symbolic 
meaning to the product. In strategic terms creating, distinctive personalities for the brands 
enables companies to differentiate their products. It assists organizations to devise 
communication strategies, which strengthen the traits of the brand in the minds of the 
consumers. 
Some researchers have speculated the utility and functional benefits of the brand personality 
in terms of developing differentiation in the market (Biel. 1993: 1 ialliday, 1996). Therefore, 
with cut-throat competition and all brands nearly emphasizing the similar value of 
proposition and functional advantages, it becomes imperative for organizations to give their 
brands some special ingredients for success in the market. 
2.4.1 Definitions of Brand Personality 
Different researchers designed the definition of brand personality vvith different view. Few 
important definitions of brand personality arc depicted here. Fournier (1998) defined brand 
personality as a set of trait inferences constructed by consumers based on their long-time 
observation of brand behavior:;, which trigger attitudinal, cognitive, and/or behavioural 
responses on the part of the consumer. Brand personality is about perception in the 
consumer's views, about personality characteristics attributed to brands, about associations 
and symbolic values and about emotional responses on the brand or emotional relationships 
with brands (Snit, Berger, and Iranzen, 2003). 
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Table 2.1 summarizes the main definitions of brand personality according to the emphasis 
given and to the new elements introduced. Brand personality has been conceptualized in 
terms of brand image or as a component of brand image (Biel, 1992; Keller, 1993). In mid 
1990s, this concept has suffered significant developments such as the consideration of brand 
personality as the personification of the brand (Aaker, 1995; Aaker, 1997; Azoulay & 
Kepferer, 2003; Keller, 1998). Haigood (2001) claimed that researchers generally recognize 
the use of human descriptors to portray brands, and agree that brands, like people, can acquire 
distinctive personalities that differentiate them in the minds of consumers and shape their 
preferences. 
Table 2.2: Critical Review of the Definitions of Brand Personality 
Author Definition Emphasis given / 
new elements 
Biel (1992) Brand personality is a component of brand image Brand image 
Keller (1993) 
Aaker (1996) 
Aaker (1995) 
Keller (1998) Brand personality is a set of human characteristics Personification / 
associated with a brand and which tend to serve a Self-concept 
symbolic or self expressive function rather than 	a 
utilitarian function. 
Personification Aaker (1997) Brand personality is the set of human characteristics 
associated with a brand. _ 
Azoulay 	& Brand 	personality 	is 	the 	unique 	set 	of 	human 
Kapferer, personality 	traits 	both 	applicable 	and 	relevant 	to 
(2003) brands. 
Kapferer Brand personality is only one component of brand Brand identity 
(1997) 	Blythe identity. 
(2007) 
Brand personality is a specific set of meanings which Meanings Allen & Olson 
(1995) describe the inner characteristics of a brand. (attributed to 
brands)  
Source: Pereira, et.al. (201 2) 
These definitions form the basis of the concept and leads to the creation of brand personality, 
which gives a human characteristic to the brand, wherein, a brand is considered to be an 
entity possessing human traits which in one or the other way influences the intent of the 
consumer towards his or her purchase. 
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2.4.2 Brand Personality Creation & Self-Concept 
Brand personality traits are formed and influenced by any direct or indirect contact that the 
consumer use to have with the brand. A brand, unlike a person, cannot think, feel or act. A 
brand has no objective existence at all; it is simply a collection of perceptions in the mind of 
the consumer. Consumers accept the marketing actions to humanize brands. One explanation 
for this can be found in the theories of animism, which suggest that there exists need by 
people to anthropomorphize objects in order to facilitate interactions with the non-material 
world. The theories of animism describe another process mechanism that directly explains the 
specific ways in which the vitality of the brand can be realized (Fournier, 1998). 
Anthroponiorphization occurs when human qualities are attributed to nonhuman objects, e.g. 
brands. Consumers can, easily, assign personality qualities to inanimate objects like brands in 
thinking about brands as if they are human characters (Blackston, 1993; Faultier, 1998; J. 
Acker, 1997). In a direct way, personality traits are associated with a brand by the people 
associated to that brand (Acker, 1997). 
Another direct way to form and influence brand personality is user imagery. User imagery is 
defined as the set of human characteristics associated with the typical or stereotype user of 
the brand. The personality traits of the people associated with a brand are transferred directly 
to the brand. Spokespersons that are used in advertising can have personalities that fit those 
of the brands they advertise. Over time, the personalities of the spokespersons are transmitted 
to the brand. The brand-person associations can also have a more personal nature. 
Aaker and Fourier (1995) have gathered all the researches around the brand personality topic 
in three main areas•. 
a) Conceptual Level 
b) Relationship Approach 
c) Personality Measurement Scales 
The first area of research is mainly about the perception of people about brands in daily 
activities. Narrative theory (people make stories about the behaviour of each other) seems to 
be an effective tool here because it helps to understand the process consumers form 
personality. The second area of researc1 is dealing with brand as an active member of the 
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relationship and consumers watch this activity during brand behaviour. The last domain, 
which is mainly constructed by Jennifer Aaker (1997), is the way of applying brand 
personality by the help of core factors identifying personality. She has examined the kind of 
product categories which has personality, the relation between self-concept and brand 
personality. So the personality meaning of the brand is actually "the specific set of meanings 
which describe the "inner" characteristics of the brand. These meanings are constructed by a 
consumer based on behaviours exhibited by personified brands or brand characters" (Aaker, 
1995). 
Ekinci & Hosanv (2006), in their literature specifies that a distinctive brand personality can 
help to create a set of unique and favorable associations in consumer memory, and thus build 
and enhance brand equity (Keller 1993; Johnson, Soutar, and Sweeney 2000; Phau and Lau 
2000). 
Sweeney and Brandon (2006) regard brand personality from the perspective of an 
interpersonal relationship with the brand. They believe that brand personality is "the set of 
human personality traits that correspond to the interpersonal domain of human personality 
and are relevant in describing the brand as a relationship partner." In general, the role of 
brand personality in marketing is typically regarded as an important promotional tool 
appealing to targeted audiences for development of an overall image (Gi inner & Eaton, 
1999). Pepsi, for instance, may he portrayed with a fashionable, energetic, and modem young 
man: whereas Coca-Cola could be personified with a gentle and conservative man. This may 
be partly due to advertisers' strategies to personify brands, so that when consumers think 
about a particular brand, human personality traits would come to mind, thus providing a basis 
for brand differentiation. 
Furthermore, Keller (1993) points out that brand personality possesses symbolic values rather 
than utilitarian functions. By imbuing brands with human personalities and through 
purchasing and,'or using the brands, consumers can achieve higher self esteem (Belk et al.. 
1982; McCracken, 1986). Sources that contribute to the formation of brand personality can be 
classified into two categories: direct and indirect sources (Aakcr, 1997). The direct sources 
include the set of human characteristics associated with a typical brand user, company 
employees, the CEO of the company. and brand endorsers. The indirect sources consist of all 
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the decisions made by company managers, such as decisions related to the product, its price, 
distribution, and promotion. 
Recent research findings indicate that a strong and positive brand personality can result in 
favourable product evaluations (Wang & Yang. 2008). Demonstrating this notion, Freling 
and Forbes (2005) find that, when respondents are exposed to a brand's positive personalities, 
they tend to have a greater proportion of congruent brand associations, greater unique brand 
associations, and a greater proportion of strong brand associations. Fennis, Pruyn, and 
Maasland (2005) observed that brand personality dimensions could affect consumers' self-
perceptions with respect to agreeableness, extroversion, conscientiousness, and intellect. 
Aaker (1991) also pointed out that a distinctively positive brand personality could be highly 
indicative of more favourable brand equity than when only product intbrmation is given. 
Pereira, et al. (2012) designed a framework to establish a relationship between the brand 
image and brand personality. Following figure illustrates how the elements presented in both 
concepts relate as well as the boundaries between brand image and brand personality. 
Figure 2.2: -Brand Image" and -Brand Personality" Interrelation 
Brand Communication 
Positioning strategies 
Cognitive or 
.. 	. 
S cholo 	ical PY 	g 
Meanings 
e ements 	Perceptions aria 	 Symbolism 
messag~_S Person~ficat~on 
Self concepts Brand 
Brand 
I 
Personality 
4 
Source: 1'c'rci►•a. c•!.a1., 201 
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ased on above model, the coasurners consider brands to be composed of cognitive and 
;ychological elements, perception and meanings and when the consumer actually 
cperiences the brand, he/she can easily identify him herself with, or can use the brand to 
)mmunicate his`her own personality which can finally affect their purchase intention based 
n their congruency factor. 
herefore a well established brand personality may influence a consumer preference and 
patronage (Sirgy 1982; Malhotra 1988) and develops stronger emotional ties (Biel 1993), 
trust, and loyalty with the brand (Fournier 1998). A distinctive and emotionally attractive 
brand personality can leverage the perceived image of consumer and may influence the 
consumers's purchase behaviour. This notion can be further envisaged by analysing various 
theoretical concepts based on the personality approach, which will give a better 
understanding of the usage and influence of the concept of brand personality. 
2.4.3 Theories and Antecedents of Brand Personality 
Arnould et al. (2005) define personality as "the distinctive and enduring patterns of thoughts, 
emotions, and behaviours that characterise each individual's adaptation to the situations of 
his or her lice". It becomes obvious from this definition that personality is a relatively stable 
construct which is unique to each individual and thus distinguishes it from others. It is rather 
an individual's consistent self-representations, e.g. his behaviour, values, attitudes and beliefs, 
or physical appearance, which form the basis of what we call as personality. 
Based on the above fact, various researchers propounded various theories on personality 
construct giving the way to explore the characteristics of brand personality which underlie the 
image of brand consistent with the human behaviour. 
The most popular model of human personality is the trait-based theory of The Big Five, 
popularized by Allport and Odbert (1936), Cattell (1946), Nornan (1967), and Goldberg 
(1990). Among others MCShanc and Von Glinow (2005) gave the following outline of The 
Big Five's dimensions (characteristics): conscientiousness (careful, dependable, self-
disciplined), agreeableness (courteous, good-natured, empathic, caring), neuroticism (anxious, 
hostile, depressed). openness to experience (sensitive, flexible, creative, curious), and 
extroversion (outgoing, talkative, sociable, assertive). Although sonic debate exists on the 
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dimensionality, appropriateness, and clinical applicability of the Big Five, Sweeney and 
Brandon (2006) still assert that it provides a useful and reliable means of measuring and 
characterizing individual differences. 
Cattel (19 9) developed the 16 Personality Factor Inventory which, according to his opinion, 
allows for a complete description of the human personality and which can be inter-culturally 
replicated. Cattel and Guilford both followed an inductive approach, meaning that they first 
collected facts about personality from which they later derived the respective personality 
dimensions. In contrast to that, Eysenck (1970) used a deductive theoretical approach which 
means that he first formulated the theoretical concept which he then further examined in a 
second step (Fisseni, 1998). Resulting from these studies, Eysenck (1970) initially postulated 
a two-factor-solution and described human personality with only two dimensions 
(`Extraversion' and `Neuroticism'). These two dimensions became also known as the `Big 2' 
of human personality. In a later research he extended this personality framework and 
validated an additional third dimension which he called `Psychoticism' (Eysenck, 1970). 
These theories of Guilford (1959), Cattel (1979) and Eysenck (1970) are more clearly 
elaborated in following table. 
Table 2.3: Overview of the Personality Theories 
Theory 	Defined Personality Dimensions  
Dimensions: 
--- 	- 	—  
Guilford - Semantic characteristics: morphologic and physiologic traits 
'l959  ) 	- Temperament- Aptitudes - Motivational characteristics: interests, needs and attitudes 
16 Dimensions: - 
- \Varmth: impersonal ; distant vs. warm ' outgoing 
- Reasoning: abstract vs. concrete thinking 
- Emotional Stability: low vs. high emotional stability 
- Dominance: submissiveness vs. dominance  
- Liveliness: desurgency vs. surgency 
- Rule-Consciousness: nonconforming ;' disregarding rules vs. rule-conscious ! Cattcl 	dutifull 
(1X79) 	- Social Boldness: shy' : hesitant vs. venturesome - uninhibited 
- Sensitivity: Unsentimental / tough minded vs. sensitive ' sentimental 
- Vigilance: trusting i unsuspecting vs. vigilant ;suspicious 
- Abstractedness: practical / solution oriented vs. impractical ,' abstract 
- Privateness: artlessness vs. shrewdness 
- Apprehension: untroubled self-assured vs. guilt-proneness . self doubting 
Openness to Change: conservatism vs. radicalism- Self 
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-Reliance: group adherence vs. self-sufficiency 
- Perfectionism: undisciplined / lax vs. perfectionistic / self-disciplined 
- Tension: relaxed / patieni vs. tense / impatient 
3 Dimensions: 
Eysenck - Extraversion 
(1970) - Neuroticism  
- Ps chotocism 
(Source: Own illustration in reference to Guilford (1959). CaUel (1979) and Eysenck (1970)) 
Therefore no unified solution was found to explain the complex construct of human 
personality. While Guildford derived at a seven-factor-solution, Cattel determined sixteen 
personality dimensions and Eysenck again only three. Even though the three differing results 
do not completely contradict with each other - Eysenek's personality dimensions for instance 
are also represented within Cattel's 16 Personality Factor Inventory - they also do not provide 
a satisfactory explanation of the personality construct (Weis & Huber, 2000). 
Some researchers say that the relationship between two people are directly influenced by 
their personalities and some traits like extraversion, traditionalism. warmth and flexibility 
underlie people's conceptions of important attributes which effect a relationship. But in a 
marketing area these perceptions come from the promises which should be kept, no 
relationship failure, resolved problems and long term consumer interests are served and 
characters like dependability, reliability, trustworthiness, supportiveness and accountability 
seems more significant (Aaker, 2004). Based on this fact some basic theories in the support 
of brand personality have been brought here: 
1. 	Anthropomorphism Theory 
The word "anthropomorphism" comes from a Greek word "anthro pus" which means "human" 
and "morphe" stands for "shape" or "form". Anthropomorphism goes beyond observable 
actions of a nonhuman agent and relating human like mental or physical characteristics to it 
(Epley, 2007). Anthropomorphism is, therefore, a process of inference about unobservable 
characteristics of a nonhuman agent, rather than descriptive reports of a nonhuman agent's 
observable or imagined behavior. 
Imbuing the limagined or real behavior of nonhuman agents with humanlike characteristics, 
motivations, intentions, and emotions is the essence of anthropomorphism. These nonhuman 
agents may include anything that acts with apparent independence, including nonhuman 
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animals, natural forces, religious deities and mechanical and electronic devices. As per the 
Oxford Dictionary, anthropomorphism is the "attribution of human characteristics or 
behavior to a God, animal or object" (Soanes & Stevenson, 2005). Debates have ensued 
about whether such anthropomorphism represents accurate or fallacious thinking, whether 
anthropomorphism can account tOr- phenomena ranging from religious belief' to effective 
marketing campaigns. 
2. Self-concept 'Theory 
'Selt is a significant quality that isolates an individual from others and is the responsible part 
about all behaviors if its owners. The 'self-concept' comes trom many reasons that can be 
categorized in two: personality and situation. These two types generated from the idea that 
self' is affected with both static personality characters and also social situation that individual 
are participating at the moment. Here comes an inter model named "malleable self' which 
claims 'self is a multidimensional concept which covers both personality and situational 
factors. The dimensions of `self' consisted of: good self, had self, hope for self, feared for self, 
not me self, ideal self, possible self and ought self which can emerge in different moments of 
an individual. 
Sirgy's (1982) in his research provided two dimensions: existing self and ideal self. Brand 
personality can be used to express one's ideal or other versions of self and can be applied to 
individual's own personality or the kind of' personality they wish to be known for (Guthrie, 
2007). In the prior research the power of the self-concept was diffused. In this research, only 
the important or central aspects of the 'self" are examined to determine the extent to which 
brands are used ft r self-expression (Aaker, 1999). Preferences in consumption were actually 
related to actual self concept than to the ideal self-concept for each of' the brands in the 
product categories researched" (Hussey, 1999). 
According to self-concept theory the greater the congruity between the human attributes 
describing brand and the individual's actual or ideal self the more preference for the brand 
(Malhotra 1988, cited by Aaker. 1997). If the brands wants to connect to the stakeholders it 
should be congruent with their selves and they feel comfortable with the brand and help them 
express their selves to the others (Acker, 1996). According to this theory brands more 
congruent with the self-image the more preference for this brand, and this congruity, because 
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of the multidimensional nature of the self-concept should affect all the dimensions of the self 
(Hussey, 1999). 
3. Personality Theory 
Personality is a series of dynamic and organized characters which an individual owns and 
specifically affects his or her motives and behavior in different situations (Goldberg, 1993). 
Different theories in personality psychology insist on providing a clear structure and 
framework of personality and its dimensions to make any individual different from others. 
Aaker (1995) describes personality "as the set of meanings constructed by an observer to 
describe the `inner' characteristics of another person" which is the result of behavior 
observation. Personality is used to break the complexity of behavior. Individuals enjoy or 
suffer from a distinct personality or character in other people and these drivers are pieces of 
information or behaviors. These drivers have evolved from thousands of pieces of 
information over time. 
4. Big Five Model 
Human personalit, factors which is defined by individual': heha\ iur. appearance, attitude, 
beliefs and demographic characteristics has a five dimensional model named "Big Five" 
human personality dimensions. The five-factor model of personality is a hierarchical 
organization of personality traits in terms of five basic dimensions: Extraversion, 
Agreeableness, Conscientiousness, Neuroticism and Openness to Experience. Research using 
both natural language adjectives and theoretically based personality questionnaires support 
the comprehensiveness of the model and its applicability across observers and culture 
(McCrae, 1993). 
The importance of these five factors remained hidden from most personality psychologists 
throughout the 1960s and 1970s. In the 1980s, however, researchers from many different 
traditions were led to conclude that these factors were fundamental dimensions of personality, 
found in self-reports and ratings, in natural languages and theoretically based questionnaires. 
in children, college students, and older adults, in men and women, and in English, Dutch. 
German and Japanese samples (John, 1990). All five factors were shown to have convergent 
and discriminate validity across instruments and observers, and to endure decades in adults 
(McCrac & ('osta, 1990) (Table 2.4). 
Table 2.4: Example of Adjectives, Q-Sort Items, and Questionnaire Scales Defining the 
Five Factors 
Factor definers 
Number Adjectives 
I 	Active 
Assertive 
Energetic 
Enthusiastic 
Outgoing: 
Talkative 
-sort items 
Talkative 
Skilled in play. humor 
Rapid personal tempo 
Facially. 	gutturally 
expressive 
Behaves assertively 
Gregarious 
Scales 
W 'armth 
Greuariousness 
Assertiveness 
Activity 
Excitement Seeking 
Positive Emotions 
Factor 
Name 
Extraversion 
Agreeableness 	2 	Appreciative Not critical, skeptical 	? Trust 
Forgiving Behaves in giving way Straightforwardness 
Generous Sympathetic,  Altruism 
Kind considerate Compliance 
Sympathetic Arouses liking Modesty 
Trusting Waml, compassionate Tender-Mindedness 
Basically trustful 
Conscientiousness 3 	Efficient 	 I Dependable, Competence 
Organized 	! Responsible Order 
Playful Productive Dutifulness 
Reliable Able to delay Achievement 
Responsible Gratification Striving 
Thorough Not self-indulgent Self-Discipline 
Behaves ethically Deliberation 
Has high aspiration 
level 
Neuroticism 	4 	Anxious 
Self-pitying 
Tense 
Touchy 
Unstable 
{ 	Worrying 
Openness 	S 	Artistic 
Curious 
Imaginative 
Insightful 
Original 
Wide 
Interests 
Thin-skinned 
Brittle ego defenses 
Self-defeating 
Basically anxious 
Concerned with 
adequacy 
Fluctuatini moods 
\Vide range of 
interests 
Introspective 
Unusual thought 
processes 
Values intellectual 
matters 
Judges 111 
unconventional terms 
Aesthetically reactive 
Anxiety 
Hostility 
Depression 
Self-Consciousness 
Impulsiveness 
Vulnerability 
Fantasy 
Aesthetics 
Feelings 
Actions 
Ideas 
Values 
Source: (:Harsh, 2006) 
Personality researchers differentiate between core personality traits such as the Big Five and 
more malleable personality characteristics such as a self-concept. The latter have also been 
called "surface characteristics". Core personality traits are believed to affect human behavior, 
but contextual influences, life events, and environmental factors are posited to have little or 
no effect on core personality factors. Self-concept researchers have also demonstrated that 
specific components of self-concept have important effects on subsequent performance such 
as academic accomplishments. However, unlike core personality factors, self-concept factors 
are highly influenced by context, environment, and life-events. Thus, for example, there is 
growing support for a reciprocal-effects model of relations between academic self-concept 
and academic achievement where each is a cause and an effect of the other so that both will 
suffer if either is undermined (Marsh, 2006). 
5. The `Big S' of Personality Psychology 
Until the 90s, the large number of different studies about human personality caused confusion 
than contribution to the explanation of the complex research topic. Since 90s, however, a 
convergence of the various personality theories can be noticed. Today, there is a scientific 
consensus that the human personality can he described by Live personality dimensions 
(McCrae & John, 1992). The development of the five-factor-taxonomy dates back until the 
research studies of Klages, et at (1936), whose results were also used in the studies of Cattel 
(1979). The wide spectrum of existing theories which support the five-factor-model of 
personality can be divided into approaches which are based upon Cattel's psycholexical data 
set and approaches independent from Cattel's (1979) database. 
Based on Cattel's work. Fiske already concluded a five factor structure in three different 
factor analyses in 1949. However, due to methodological particularities, his results were not 
considered as evidence for the later postulated five-factor-theory (Ostendort, 1990). Instead, 
the origin of the development of today's five-factor-taxonomy is the studies of Tupes & 
Christal. The American Air Force had asked them in the late 1950s to help them in their 
attempt to predict officer effectiveness. Thereupon. Tupes & Christal conducted several 
studies and always found "five relatively strong and recurrent factors" (Amelang & Bartussek, 
1997) which they denoted as `Surgency', `Agreeableness', 'Dependability', `Emotional 
Stability or Emotionality' and 'Culture' (Digman, 1990). Their study, however, was only 
published within the ti ame of a technical report of the Air Force and thus remained unknown 
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to most personality researchers. In later years, Tupes & Christal's five factors were termed 
`Big 5' by Goldberg, an expression which is still used until today for the description of the 
human personality dimensions (Digman, 1990). Furthermore, several other factor-analysts 
reviewed and confirmed their results (Weis & Huber, 2000). While most researchers agreed 
upon the five-factor-structure which originated from Tupes & Christal's work, they disa~treed 
upon the denotation of the five dimensions. Thereby, especially the definition of the fifth 
dimension led to discrepancies, as can also be seen in the summary of these researches 
presented in table below. 
Table 2.5: The Five Dimensions of Personality from Fiske to Present 
Author 
Fiske 	;social 
i 	11 	111 
Conformity 	will to achieve 
I N 
emotional inquiring 
(1949) adaptability control intellect 
Eysenck extraversion 	 i psychoticism neuroticism 
(1970) _ 
Tupes 	& surgency 	agreeablene dependability Emotionality culture 
Christal 
(1961) 
ss 
Norman surc.tenev 	agreeablene conscientiousnes emotional culture 
(196:) ss 	 s 
Borgatta  assertiveness 	lii~eahility task interest emotionality Intelligence 
(1964) 
Cattel exvia 	Cortertia superego strength anxiety intelligence 
(1957) 
Guilford I, social activity ! paranoid thinking emotional 
(1975) disposition introversion stability 
Digman extraversion 	friendly t will to achieve neuroticism intellect 
(1985)  compliance 
Hogan sociability 	& 	likeability prudence adjustment intellectance 
(1986) j ambition 
Costa 	& extraversion 	agreeablene conscientiousnes neuroticism openness 
McCr ae ss 
( 1985) 
Peabody & power 	Love work affect Intellect 
Goldberg 
(1989) 
Buss 	& ' Activity 	Sociability impulsivity  emotionality 
Plorull 
(1984) 
Tcllegen Positive constraint negative 
(1985) emotionality emotionalit 
Lorr t I '1'O 1 	interpci-sonI 	ICV'CI 	0I I SCI I-Control 	emollonal 	blUCpCIlUefI 
ill\ olvement 	socialisation 	 stability 
(Source: 1)ij'iuuu, / 990) — — 
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The multitude of definitions of the five personality dimensions raises the question which five-
factor-structure should be taken as a valid description of personality or to what extent they 
correspond with each other in terns of their meaning. Weis & Huber (2000) quote a study 
from John (1990), in which he asked ten experts to analyse the different personality 
taxonomies. As a result, most experts supported Norm's five-factor structure, except for his 
fifth dimension which they claimed to he defined too narrow. However, deviating from 
John's (1990) research result, McCrae & Costa's (2008) NEO Personality Inventory is the 
framework most commonly used within the (brand) personality literature. 
Thus these are few of the important theories based on personality which form a strong base of 
the fact that personality is an important dimension to measure the symbolic utility of a brand 
by giving a human face. 
Previous research has suggested that a consistency of relationship exist between human 
characteristics and brands. Consequently, some researchers have postulated some antecedents 
of brand personality study. Table 2.1 shows how various researchers have brought into focus 
these antecedents or determinants. 
Table 2.6: Some Studies on the Antecedents of Brand Personality 
Author(s) Year 	Antecedents 
1. Levy 1959 	Brand 	personality 	includes 	demographic 	characteristics 	such 	as 
gender, age, class, etc 
2. Epstein 1977 ! Human and brand personality traits share a similar conceptualization 
3. Park 1986 Perceptions of human personality traits are inferred on the basis of an 
individual's behaviors, physical characteristics, attitudes and beliefs. 
4. Plummer 1985 	Perceptions of brand personality traits can be formed and influenced 
by any direct or indirect contact that consumers have with the brand. 
5.Mc 1989 1  Personality traits come to be associated with a brand in a direct way by 
Cracken the people associated with the brand (company employees, CEOs and 
the brand's product endorsers etc). 
6.Batra, 1993 Personality traits come to be associated with a brand in an indirect way 
Lehmann& through 	product-related 	attributes, 	product 	category 	associations, 
Singh brand name, symbol or logo, advertising style, price and distribution 
channel. 
loutec:.-1 aker, .1. L. (1997) 
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2.4.4 Measurement of Brand Personality 
The brand personality factor enables a consumer to express his/her own self (Hem and 
Iverson. 2002) or specific dimensions of the self (Kleine 1993). It serves as a symbolic 
function and helps consumers differ from or integrate themselves with others (Keller 2006). It 
also projects the brand's values and creates an image of the brand's typical user which might 
be the ideal image of the consumer. "I his brand information may actually encourage the use 
of a given brand as a self-expressive device by consumers who hold a similar position and 
want to present a similar image or ideal self". Previous research suggests that favorable brand 
personalities are a central driver of consumer preference and usage (Freling and Forbes, 
2005). as consumers are more likely to associate them with a desired group, or ideal self-
image (Aaker, 1997). 
Both qualitative and quantitative methods can be used in the measurement of brand 
personality. Qualitative methods are generally used to reveal the product or brand specific 
personality traits. In this approach, respondents are asked to think the brand as if it were a 
person and to ascribe human personality traits to it (Davies, Chun. & da Silva, 2001). Prayag 
(2007) utilized brand personification technique to examine the brand personalities of two 
destinations and found that the brand personification technique was effective to elicit the 
destination specific traits. Another qualitative method can be used in this area is Zaltman's 
Metaphor Elicitation Technique. Quantitative methods, on the other hand, enable researchers 
to compare different products or brands simultaneously and facilitate to make generalizations. 
Quantitative methods usually employ a variety of scales to assess brand personality. 
Itonlaniuk (2008) compared the personality traits generated by a five-point scale (Aaker's 
BPS) and a free choice association method and found that the free choice method 
discriminated more between brands and generated a greater variety of traits. Ilotyever, this 
does not mean that qualitative methods are better than quantitative methods in measuring 
brand personality. Both qualitative and quantitative methods have strengths and weaknesses. 
Therefore, before making it decision, researchers should consider the strengths and 
weaknesses associated with each method and their objectives as well. 
1Jiftcrent researchers used different scales fir the measurement of brand personality; however 
some of the important ones are described here. To examine how the relationship between 
brand and human personality may drive preference, Aaker (1997) indicates that two types of 
brand personality scales can he used. The first types are ad hoc scales, which typically arc 
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composed of a set of traits ranging from 20 to 300 in number. However, though useful, these 
scales tend not to be theoretical in nature-often having been developed for the purposes of a 
specific research study. As a result, key traits may be missing from such scales. Furthermore, 
the traits that are selected often are chosen arbitrarily, which casts doubt upon the scales' 
reliability and validity. The second type of brand personality scales are those that are more 
theoretical in nature, but are based on human personality scales that have not been validated 
in the context of brands (e.g. Bellenger et al., 1976; Dolich, 1969). Some dimensions (or 
factors) of human personality may be mirrored in brands whilst others might not. 
According to Helgeson & Supphellen (2004), two types of brand personality measures are 
found in the literature - general scales and idiographic (brand-specific) measures. Idiographic 
scales arc based on a qualitative study in which relevant personality characteristics for the 
brand or products are elicited. Thus, such scales contain only characteristics that are relevant 
to the brand in question. 
Other researchers also have attempted to create general brand personality scales on the basis 
of the Five Factor Model, such as Caprara. Barbaranelli and Guido (1997; 2001), Milas and 
Mlacic (2007). Among many human personality theories, the Five Factor Model has received 
the most attention. The Big Five Model reduces the large number of adjectives describing 
human personalities to only five latent dimensions: extroversion, agreeableness, 
conscientiousness, emotional stability, and openness. 
Aaker in 1997 developed a scale to measure the personality of brands based on the Five 
Factor Model of personality. Aaker (1997) developed a theoretical framework of brand 
personality dimensions and created a reliable, valid and generalizable scale to measure these 
dimensions. Aaker (1997) empirically showed that brand personality has live dimensions, 
which in turn have characteristic facets that define them: sincerity (down-to-earth, honest. 
wholesome, and cheerful), excitement (daring, spirited, imaginative, and up-to-date), 
competence (reliable, intelligent, and successful), sophistication (upper class and charming), 
and ruggedness (outdoorsy and tough). 
Sweeney and Brandon (2006) expanded the definition of brand personality by saying that it is 
the "set of human personality traits that correspond to the interpersonal domain of human 
personality and are relevant to describing the brand as a relationship partner." With this 
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concept, the authors have proposed an alternative for measuring the construct, which will 
facilitate a better understanding of brand personality, particularly in relation to consumer 
behavior. The model uses the interpersonal circumplex model (IPC), which shows bi-polar 
traits conforming to a circular arrangement in a nonrestrictive correlation pattern wherein 
each trait has a neighboring as well as an opposite trait. This more in-depth model of 
interpersonal brand personality focuses on the key dimensions of human personality 
(extraversion and agreeableness) in addition to the five factors developed by Aaker (1997). 
The IPC also addresses the need for the negative-type brand attributes by including 
characteristics such as dominant, quarrelsome, and calculating. 
Kassarjian (1971) argues that consumer behavior researchers should develop their own 
concepts and scales to measure the relationship between the personality variables and 
purchase decision rather than using scales that are specifically designed to measure human 
personality. The only general scale that is specifically developed to measure brand 
personality is Aaker's (1997) BPS. 
1-fence in a nut shell it can be said that many researchers used different measurement 
techniques and scales to measure the brand personality and build a universally applied scale, 
however, among all these described scales, the scale defined by Aaker (1997) was most 
viable, compaq and effective in terms of measuring the brand and the consumer personalities. 
Azoulay & Kapferer (2003) states that while developing her brand personality framework, 
Acker (1997) largely followed the steps that psychologists pursued in the identification of 
dimensions of human personality. 
Below is the summary of work of some researchers applying brand personality theories. 
Table 2.7: Summary of Related Researches on Brand Personality Theory 
Selected 	Scale Used 	! Number ofSettings 	 1 Culture 
Reference Dimensions 
Found  
l31rdwelI (1964) 	Own 	1 dimension 	Automobile brands_ United States 
~Dolich (1969) 	Own Not reported E Commercial brands 	United States 
Malhotra (1 981) 	Own 	I dimension 	Automobiles and actors United States 
Karande. Zinkhan Malhotra 	I dimension 	Automobile brands 	j United States 
& Lunl (1997) 	(1981) _ 	_ 
Aaker (1997) 	_Own 	5 dimension 	C'onm lercial brands -- J United States 
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Siguaw, 	Mattila Aaker (1997) 5 dimension Restaurants United States 
and 	Austin 
(1999)  
Aaker, 	Benet- Aaker (1997) 5 dimension Commercial brands Japan 	and 
Martinez 	& Spain 
Garolera 2001 
Caprara 	and Goldberg 2 dimensions Commercial brands United 
Barbaranelli, (1990) Kingdom 
(2001)  
Davies, Chun, da Aaker (1997) 5 dimensions Corporate brands United States 
Silva and Roper 
(2001) 
Veneble 	et 	al. Aaker (1997) 4 dimensions Nonprofit organisations Russia 
(2005)  
Supphellen 	& Aaker (1997) 5 dincnsion Commercial brands 	United 
Gronhaug (2003) Kingdom 
Hkinci and Riley Own I dimension Restaurants and hotels United States 
(2003) 
Rojas-Mendez, Aaker (1997) 4 dimensions Automobile brands Chile 
Erenehun- 
Podlech, & Silva- 
Olave (2004)  
Commercial brands Shintaro Okazaki Aaker (1997) 5 dimensions USA, 	UK, 
(2004) France, 
Germany 	& 
Spain 
Kurt Matzler and Aaker (1997) 2 dimensions Commercial brands Austria 
Sonja 	Bidmon 
and Sonja 
Grubner (2006) 
Bob 	M. 	Fermis Aaker (1997) 5 dimensions Commercial brands Netherland 
and Th. It Pruyn 
(2007)  
Michael 	Bosnjak Aaker (1997) 4 dimension Commercial brands 	Germany 
and 	Valerie 
Boehmmnn 	and 
Tanja 
Ilufschmidt, 2007 
Therefore, several studies, scanning thousands of adjectives and nouns in dictionaries of 
different languages, selected terms denoting stable characteristics of human personalities. 
which have been mostly referred as the least ambiguous, the most frequently used, and the 
most useful for human personality description (Goldberg, 1992). 
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Table 2.R lists some of the dimensions and frameworks for brand personality measurement 
suggested in the literature, followed by table 2.9, which demonstrates some major researcher 
work on brand personality construct. 
Table 2.8: Some Dimensions and Frameworks of Brand Personality Measurement 
Authors) 	 Year Dimensions identified/Frameworks proposed 
1. Aaker, J. L. and Fournier, 1995 ... a framework of Brand personality Dimensions 
S. 1997 (Aaker developed a 42 item Brand Personality 
2. Aaker, J. L. Scale(BPS) to structure and measure the brand 
personality in the US of any brand across live 
key 	dimensions: 	sincerity, 	excitement 
competence, sophistication and ruggedness) 
3. Fournier, S. M. 1998 ...framework for understanding and extending 
Brand 	Personality. 	(Fournier created 	a brand 
relationship quality (BRQ)-model comprising six 
central factors: Brand parcncr quality, intimacy, 
interdependence, 	convmilment, 	self-connection 
and to  
2001 ...personality dimensions that share similar 4. Aaker, J. L., Benet 2001 
Martinez, V. and meaning 	in 	Japan 	and 	the 	USA 	(sincerity, 
Garolera, J. excitement, competence, sophistication), as well 
as 	relatively 	cultural 	specific 	Japanese 
(peacefulness) 	and 	American 	(ruggedness) 
dimensions. 
Table 2.9: Summary of Major Brand Personality Studies 
Author 	Sani i 	Stimulus Country 
Dare 
Key Findings 
Group 1: Research on cross-country validation 
Acker et 	1495 Commer USA, -Five-component solution in Japan, excitement, 
a]. 	Japanes cial Spain. competence, 	peacefulness, 	sincerity, 
(200]) 	e brands of Japan sophistication 
panellis 25 -Convergent and discriminant validity regarding 
is, 	692 product the 	culture 	common 	dimensions: 	excitement, 
Spanish categoric sincerity, sophistication, competence 
panelist s -Five dimensions representing the Spanish brand 
s personality: excitement, sincerity, sophistication, 
peacefulness, passion 
-Spain: 	mixture of competence associations in 
the sophistication dimension _tCulture-specific 	dimensions: 	peacefulness _ ( Japan). ruggedness (USA) and passion (Spain) 
37 
mainly capture culture-specific meaning. 
Supphell 200 Ford, Russia -five-factor 	solution 	for 	brand 	personality 
en 	and particip Levi's (sincerity, 	excitement, 	sophistication, 
Gronhau ants ruggedness, 	successful, 	contemporary): 
g (2003) (107 similarities and differences between Western and 
student Russian brand personality 
s 	and -brand personality of western brands also have 
93 an impact on brand attitudes among Russian 
consum consumers 
ers) -effect of Western brand personality is heavily 
moderated by 	consumer ethnocentrism: 	only 
low-ethnocentric consumers are influenced by 
foreign brand personality 
-brand personality has an influence on the brand 
- evaluation: this effect is moderated by consumer 
ethnocentrism (brand personality only had an 
effect for low ethnocentric consumers) 
Sung 320 US 13 global USA, -US brand personality: likeableness, trendiness, 
and student brands Korea competence, 	sophistication, 	traditionalism, 
'Iinkham s, 	337 ruggedness, white collar, androgyny 
(2005) Korean -Korean 	brand 	personality: 	competence, 
student trendiness. 	likeableness, 	passive 	likeableness, 
s sophistication, 	ascendancy, 	ruggedness. 
traditionalism 
-six 	common 	dimensions 	and 	two 	culture- 
specific 	factors 	(Korea: 	passive 	likeableness. 
ascendancy, USA: white collar, androgyny) were 
observed whereby the latter represent the culture 
values of the respective country_ 
Group 2: research on cross-industry validation  
Venable 1029 Nonprofi USA 	-personality 	describing 	adjectives 	similar 	to 
et 	al., respond t those in Aaker's set of items: however, social 
(2005) ents organisat importance of non profits being kind, caring and 
ion compassionate as well 	as 	the trustworthy of 
nonprofits emerged 
-detection of four brand personality dimensions: 
15 items of the originally 54 item scale were -_ 
retained which resulted in a more parsimonious 
measure 
-CFA supported the four factor solution which 
identified 	integrity, 	sophistication. 	ruggedness 
and nurturanec as brand personality dimensions 
among nonprofit organisations 
Smith et 413 Members Au,uralia -six-dimensional brand personality: competence, 
al. nrernbc hip- sincerity, innovation, excitement, sophistication, 
(2006) rs of a based ruggedness 
sportin sport -studied 	brand 	is 	strongly 	associated 	with 
g organisat eonipetencc, 	sincerity 	and 	innovation, 	is 
organis ion moderately 	linked 	with 	excitement 	and 
ation sophistication and has a low connection with 
ruggedness 
-statistically 	significant 	correlations 	of 	brand 
personality dimensions with the attributes of the 
respondents 
Hosany 	148 Tourism 	UK -three-factor 	solution 	of 	brand 	personality: 
et 	al. 	British destinati sincerity, excitement, conviviality 
(2006) 	national on -destination 	image 	and 	destination 	personality 
s I 	i are related concepts: the emotional component of 
destination 	image 	captures 	the 	majority 	of 
variance on destination personality dimensions 
ii -brand personality dimensions were significantly 
on brand personality's 
in predicting the intention to recommend 
Group 3: Research predictive quality 
Kim 	et 	130 lligh- 	Korea -from the set of 42 personality traits 36 items 
al. student technolo remained 	to 	form 	five 	brand 	personality 
(2001) 	s gy dimensions 
product -high 	self-expressive 	value 	and 	high 
(cellular distinctiveness of brand personality leads to high 
phones) 	
I 
evaluation of the brand personality attractiveness 
-brand 	identification 	has 	a positive 	effect 	on 
word-of-mouth reports 
-brand identification does not have a significant 
direct effect 	on brand 	loyalty effect through 
~v ord-ot-mouth reports 
-attractiveness of a brand personality has a direct 
effect on word-of-mouth reports and indirectly 
affect brand loyalty 
Wysong 84 	Beer 	I.iSA 	-importance of different groups of antecedents 
et 	al. student 	industry affected different brand personality 
(2002) s 
Helgeso 	424 I Clothing 	Sweden 	-brand personality measurement resulted 	in a 
~ n 	and 	female industry two-factor solution: the dimension "classic" was 
Suppllell 	consunl I 	 similar to Aaker's sophistication dimension; the 
ell 	I ers dimension 	"modern" 	resembled 	Aaker's 
(2004) excitement dimension 
-self-congruity 	and 	brand 	personality 	are 
empirically 	discriminant 	and 	have 	positive, 
independent effect on brand attitudes, moderated 
by socially desirable responding 
-socially desirable responding has 	a negative, 
moderating effect on the relationship between 
self-congruity and brand attitude 
-socially desiarable responding has a positive. 
moderating effect on the relationship between 
brand personality and brand attitudes 
-strollocr effect of' ideal self-congruity on brand 
attitude than of actual sel t-com!rutiv 
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2.4.5 Aaker's Brand Personality Scale 
As becomes obvious from the above mentioned research studies, the brand personality 
construct was lacking a universally valid measuring tool for a long time. Based on the 
insufficiency of suitable brand personality research methods, Aaker (1997) intended to 
remedy this deficit by developing an appropriate model which is valid and generalisable 
across product categories. The Brand Personality Scale (BPS) developed by her was a 
pioneering work on the dimensions of brand personality and had a lasting effect on the field 
of consumer behaviour research. 
Starting with a personality trait generation in Stage I of her research, Aaker (1997) collected 
potential brand personality traits by analysing existing personality scales from psychology 
and those used by marketers as well as by interviewing within the frame of a qualitative 
research study. The obtained pool of brand personality traits was narrowed down to a non-
redundant, more manageable set in further studies until the most relevant brand personality 
traits could be identified. Resulting from her research, Aaker defined five dimensions that 
represent a brand's personality the best, which were 'Sincerity', Excitement'. Competence', 
'Sophistication and `Ruggedness'. Furthermore, she determined the characteristics which are 
subsumed under each brand personality dimension. The five dimensions with their respective 
facets (attributes with highest item-to-total correlation) are also shown in Figure 2.3. 
Brand 
Sincerity 	Excitement 	Competence 	Sophistication 	Ruggedness 
Reliable 
family oriented Ircndy I tardworking 
Conservative Exciting Secure 
Honest S 	irited 
P 1incllitool C 	er class U pp Outdoorsy/ iinaBrC Cool Glamorous &dvmlures ted.i . a8I 
Real Young Good-looking Mtivouline 
Imaginative Corporate Charming Western 
Original Successful pemieine I ou h S Up-E uc Leader Cheerful Smooth Ruged 
Confident Senlimenlat Independent 
Friendly Contemporary 
Figure 2.3: Aaker's Brand Personality Dimensions (Source: 'l aker er aL, 2001) 
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As can be seen from the above framework, Aaker's brand personality scale can be related to 
the Big 5 of human personality to some extent. Acker (1997) argues, based on the dimensions 
of human personality, that brand personality can be positioned according to five traits that 
differ slightly from the Big Five human traits. Aaker's five traits are sincerity, excitement, 
competence, sophistication and ruggedness. Acker (1997) defines brands personality as "the 
set of human characteristics associated with a brand". It is a component of brand image 
(Aaker, 1996; Biel, 1992; Keller, 1993) and it is an important topic of study since it has been 
applied to maintain and build brands (Flummcr, 1985), to differentiate brands (Crask & 
Henry, 1990; Doyle, 1989; Meenaghan, 1955), to identify meaning to consumers (Sirgy, 
1982; Belk, 1988) and to develop advertising (Azevcdo & Farhangtnehr, 2005; Rajagopal, 
2005). Brand personality cannot be easily imitated and the uniqueness of projects gives the 
holding company an economic advantage over its competitors (Carpenter, 200(3; Kim, 2001). 
Therefore, the measurement instrument used most often recently is the one developed by 
Aaker (1997). Also, due to the particular relevance of Aaker's questionnaire for the 
exploration of the human personality and its shared approval within the (brand) personality 
literature, their five-factor-taxonomy (`Sincerity', `Excitement', 'Competence', 
`Sophistication', & Ruggedness') shall be used as an adequate description of the personality 
dimensions within the frame of this dissertation. 
Another construct of this study is the self-concept which is being defines as the way of how 
consumer sees him or herself. The relevant and exhaustive literature review of self-concept is 
presented in the next section. 
2.5 The Self-Concept 
The consumer behavior literature has increasingly shown that behavioral phenomena such as 
brand attitude, preference, choice, purchase and ownership, satisfaction, and loyalty, are not 
only determined by functional facets of the brand but also by symbolic criteria (Park, 
Jaworski, and Machmis 1986; Sirgy 1982). The motivation to express their own self is often 
the driving force that prompts consumers to purchase goods and services (Sirgy 1986). This 
gives rise to the concept of self motivated consumer behaviour. Self-concept has drawn 
significant attention from scholars in a variety of academic fields; however, there exists 
ambiguity and variety with regard to a conceptualisation of the self-concept. In order to help 
our understanding of the self-concept, the first step should be understanding and defining 
what is the self, based on the idea that the self-concept is an extension of the tcnn "self'. To 
understand the current notions of self-concept, it might be valuable to examine some of the 
previous major philosophical and psychological theories of self. Self-concept research has 
revealed the great diversity and complexity and its importance in regulating consumer 
behavior (Markus & Nurius, 1986) 
Self-concept has been advanced as a useful construct for understanding and explaining 
consumer choice behavior. In the consumer behavior literature, it has been hypothesized that 
consumers have greater preference for products or brands which are more congruent with 
their self-concept. Based on this notion, several researchers have studied how personality of a 
product or brand enables consumers to express his or her own self (Belk, 1988; Birdwell, 
1968; Dolich, 1969; Malhotra, 1988). 
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Each individual has a perceived self-ima<ge as a certain kind of person with certain traits, 
habits, possessions, relationships and ways of behaving, although there is ambiguity on the 
precise conceptualization of self-concept in the consumer behaviour literature (Sirgy. 1982) 
Rosenberg (1979) defines self-concept as "the totality of individual's thoughts and feelings 
having reference to himself as an object". This self-concept or self-image can be defined as 
"the individual as perceived by that individual in a socially determined frame of reference" 
(Kumar et al 2006). Self concept can he viewed as a set of self-schemas representing stable 
knowledge structures about the self that organize incoming self related information and help 
people make sense of themselves in their environment (Markus 1997). People vary in their 
tendency to possess particular self sehemas and this variation leads to differential attitude and 
behaviours towards objects relevant to those schcmas. 
Frey and Carlock (1982) defined the self-concept as the individual's attitudes toward self 
Dolich (1969) and Landon (1974) defined the self-concept as myself as I see myself 
According to Ilattie (1992), the self-concept is a person's cognitive appraisals of attributes 
about him or herself. Metha (1999) described self-concept as a person's perception of himself. 
Based on the preceding review, the self-concept may be defined in this study as an 
individual's perception of his or her own abilities, limitations, appearance, and characteristics, 
including one's own personality. That is to say, the self-concept is a set of knowledge and 
beliefs about one's self that is stored in memory. 
James (1890) first dichotomized the self into those which refer to self as agent or subject (I, 
knower) and those which refer to self as object (Me, known). The subject was that which 
thinks and the object was that which was thought about (Hattie, 1992). it was the "Me" in his 
conceptualization that became the construct known as self-concept. In this sense James 
defined the self as an object of self-perception and self-knowledge. 
A study conducted by Govers (2005), showed that customers preference would be influenced 
when their self concept is in conformity with product personality. Brand personality can only 
have influence on customer brand preference, affection, loyalty and purchasing intentions 
only if it is in line with customers' self (Mcngxia 2007). 
Cooley (1902) introduced a more sociological perspective of the "looking-glass" self. The 
notion of the "looking-glass" self is the ability of the person to see him or herself through the 
reactions of others, and others to appraise and react to the person as an object like other 
persons. Fromm (1947) regarded the self as the "inner nature" or "essential nature" of a 
human being. He also considered that the interest about the self is the fundamental human 
need. Freud (1914) referred the self as ego and placed greater importance on ego 
development and functioning. Mead (1934) further theorized that infants are born lacking a 
self-concept, but they acquire one through social interaction with significant others and peers 
in which they take on the attitude of these others toward them. 
Schenk & Holman (1980) brought the idea of situational self-concept. According to this 
concept, the self includes attitudes, perceptions and feelings an individual wishes others 
associate with him or her. In other words, an individual may perceive himself or herself 
differently in different situations and the choice of which self to express depend on situation, 
and as a result, his or her behavior may also differ. Sirgy (1982) concludes that once an 
individual decides which self to express in a given situation, he or she looks for ways to 
express it and he or she might use products or brands to express his or her self-concept in that 
situation. 
As per the view of' Sirgy (1982), self-concept consists of tour major dimensions: actual self-
concept. ideal self-concept, social sell-concept and ideal social sell'-concept. Within this 
framework, actual self-concept refers to how a person actually perceives himself or herself, 
whereas the ideal self-concept refers to how a person would like to perceive himself' or 
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herself. Social self-concept (sometimes referred to as looking-glass self) refers to how an 
individual thinks others perceive him or her, while ideal social self-concept represents the 
way the individual desires to be perceived by others (Sirgy, 1982). 
In the 19th century there was considerable interest in the self. It can be said that an 
individual's self is the total sum of all that he or she can tell about him or her and that human 
beings are interested in the interpretation and evaluation of themselves, because self could 
play a role as the reference point for each individual's view of the world. 
In the 20th century, while the interaction of one's thoughts, feelings, perceptions, and 
aspirations were considered as critical parts in the formation of the self-concept, some social 
integrationists regarded social interactions between the individual and others as essential 
(Cooley, 1902; Mead, 1934). 
Markus & Kunda (1 986) focused on the extent of the stability of self-concept and put forth 
the term of malleable self-concept which means that the self is malleable rather than stable 
across situations. The term malleable self-concept refers to any number of self-concepts that 
can be made accessible at a given moment such as good self, bad self, feared self, ought self 
ideal self (Markus & Kunda, 1986). 
Also there was a debate on the dimensionality of the self concept of whether the self concept 
is a unidimensional or multidimensional construct. Some researchers have argued that 
selfconcept must be treated as having two components- the actual self-concept and the ideal 
self-concept, defined as the image of oneself as one would like to be (Belch, 1978; Belch & 
Landon, 1977; Dolich, 1969; Sirgy, 1982).The earlier studies viewed self-concept as a 
unidimensional construct and treated it as the actual self concept (as the perceptions of 
oneself), whereas the later studies have discussed it as having two components, namely actual 
self-concept and ideal self-concept ( Malhotra, 1988; Sirgy, 1982). Other investigators have 
gone beyond this duality dimension and conceptualized self-concept as having more than two 
components as Sirgy (1982) have employed a multidimensional view and added social self-
concepts to the actual and ideal selfconcept. 
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With such general ideas of the self, theorists have established a notion of self-concept. The 
dimensions of self-concept that have received the most theoretical consideration and 
empirical support are actual self-concept and ideal self-concept. These two dimensions have 
shown the most significant effects on consumer behavior (Sirgy, 1982). 
Consumers appear to hold images of various products, and these images can be viewed as 
symbols that communicate meaning about those who purchase them (Rana 2010). Therefore, 
an area of considerable practical interest is the degree to which a consumer might actually 
prefer certain products or brands because he/she perceives their images as consistent with her 
view of herself, what she would like to be or some other aspect of self concept. 
Consumers form their self concepts through psychological development and social interaction. 
• Because the individual's self concept has value to him, he will act to define, protect 
and further it. 
• Secondly. Products and brands are perceived by consumers as having images or 
symbolic meaning. 
• Thirdly. Because of their s~mholic role, `elective possession, display and use of these 
good symbols assists a►, individual in defining and enhancing his self concept for 
himself and for others. Thcrefi. re, the behavior of individuals will be motivated 
toward furthering and enhancing their self concept through the consumption of goods 
as symbols. 
• And lastly, the brands that will be preferred are those that the consumer perceives as 
having Images which are most consistent with his self concept (Rama 2010) 
The self-concept was first introduced by James (1890) to the area of psychology (Reed, 2002). 
He not only established the multifaceted and hierarchical notion of the self-concept with three 
constituents (bodily self, social self, and spiritual self), but also believed that these three 
elements of the self may be capable of regulating and guiding individual behavior. 
Rogers (1951) explained that each individual will strive to actualize, maintain, and enhance 
himself or herself, and then these needs will drive people's behaviors (Felker, 1974). Maslow 
(1954) introduced similar ideas in describing the process of self-actualization, which refers to 
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the process of achieving one's potential. According to Maslow, an individual is motivated to 
behave and act in order to achieve his or her potential. 
Epstine (1973) introduced the notion of the self-concept as a self-theory, which he defined as 
the vehicle by which people construe themselves and their experiences. Epstein hypothesized 
three unique functions of the self-theory: to assimilate experience, to promote self-esteem, 
and to increase feelings of pleasure over pain. Therefore, Epstein's notion of the self-theory 
incorporates the self-concept as both the aggregate of one's self-evaluations as defined by 
James (1961), and as an active regulator of cognitive and affective process. 
In some consumer behavior literature, self-concept has been identified as a five-dimensional 
concept, including the ideal self, the apparent self, the social self, the perceived self, and the 
actual self (Bum, 1979; Markin, 1979; Rosenberg, 1979; Sirgy, 1981, 1982, 1986). The 
perceived self is how one sees oneself; the ideal self is the model person which one aspires to 
be; the social self is how a person thinks others perceive them, and the apparent self is how 
people actually view the individual. The actual self is a composite of these entire concepts" 
(Markin, 1979). 
Based on the premise that the self-concept has a multidimensional structure, it is necessary to 
discuss which self-concept is more appropriate for the self-image/product image congruity 
model. Within the single self-concept, or actual self tradition, numerous studies supported the 
relationship between the actual-self and brand preference (Dolich. 1969; Dclozier & Tillman, 
1972; Grubb & Grathhowl, 1967; Ross, 1971). They found that the actual self-concept was 
more closely matched to the most preferred brands and less closely matched to the least 
preferred brands. 
Therefore a number of investigators have conceptualized self-concept as a single construct 
and treated it to mean the actual self-concept, that is, the image of oneself as he/she perceives 
himselfherself. Within the single self-construct tradition, some investigators have restricted 
self-concept to merely sex role self-concept, defined as that image of oneself as he she 
perceives his/her sex role (Sirgy 1982a, 1984a). however, more scholars think self-concept 
should he multi-dimensional. In the multiple self-construct tradition, self-concept has been 
conceptualized as having two or more constructs. 
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Malhotra (1988) included the individual's social self-concept, how an individual feels others 
see him or herself, in his study. He compared the social self-concept with the actual self-
concept and the ideal self-concept, and the results showed that the social selfconcept is not as 
congruent with product preference as ideal self-concept and actual selfconcept (Kant;, 2002). 
In spite of a variety of views about the dimensionality of self-concept, the question about 
what type of self-concept is most appropriate fur self-concept/productimage congruity model 
is still obscure. 
Researchers have considered a variety of ways in which consumers' self-concepts might 
influence behaviour (Claiborne and Sirgy 1990; Malhotra 1988; Sirgy 1982). Based on (hi 
notion, the concept of selt-congrulty has received particular attention whereby people think 
and behave in a manner consistent with their self-concepts (Epstein 1980; Schlenker 1975). 
The self-congruity hypothesis has been applied to understand better the effectiveness of a 
variety of marketing strategies, such as advertising (e.g. Hong and Zinkhan 1995; Johar and 
Sirgy 1991) and retailing (e.g.. Sirgy and Samli 1985; Sirgy et al. 1991). In this article it has 
been investigated whether the tit between consumer's image and the image of a brand, 
commonly referred to as image congruence, has an impact on customer's purchase intention. 
2.6 The Brand Personalit y Congruity Concept 
Self-congruity can he seen a. a natural extension of self-concept. Consumer researchers are 
always interested in probing into the relationship between consumers' self-concept and 
product brand image because it has been proposed that consumers try to achieve congruity 
between the way they perceive themselves and the images of products or brands that they use 
(Todd, 2001). 
Self-concept r product-image congruity is defined as the match between a consumer's 
perception of him/herself and the image of the typical user of a product. Self-congruity theory 
asserts that consumer behaviour is partially determined by the congruence resulting from a 
psychological comparison involving the product-user image or brand image and the 
consumer's self-concept (i.e. actual self-image, ideal self-image, social self-image). This 
psychological comparison can lead to high self-congruity when the consumer perceives the 
product user image or brand image to match that of his or her self-image. 
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Self-congruity theory suggests that since people often use brand meaning for self-expression, 
then consumers will have favorable predispositions towards products and brands that serve to 
enhance perceptions of their own self-image (Sirgy, 1986). More specifically, consumers 
often prefer brands and products that project similar images (i.e., congruent) with how they 
perceive themselves to be as individuals, that is, their self-image (Belk, 1988; Graeft, 1996; 
Sirgy 1982; Solomon, 1983; Sutherland et al., 2004). Theoretically, self-congruity theory is 
embedded in consumer psychology and is well-grounded. 
Self-concept/product-image congruity models have been employed to explain the effect of 
the cognitive matching process between consumer self-concept and perceived product or 
brand image on consumer decisions regarding a product (Mehta, 1999). The basic premise is 
that a consumer makes decisions based upon the degree of congruity between his/her self-
concept and the stereotypical image of a user of the product (Kang, 2002). That is, products 
or brands can be accepted or rejected on the basis of the degree to which their image fits with 
the existing self-concept structure. Since purchase and consumption are good vehicles for 
self-expression, consumers often purchase a product whose image is perceived to be similar 
to their own self-concept. Sirgy (1982) also argued that consumers approach products or 
brands that have images that are similar to themselves. 
It has been long suspected that consumers use products and brands to form and sustain their 
image (Veblen, 1899). The brand's image can provide "self-expressive" benefits where 
consumers can use visually consumed brands to express their own image (Aaker, 1996). A 
brand's ability to express one's self-image can be explained by self-congruity theory (Sirgy et 
al., 1997). Self-congruity theory proposes that consumers like to compare themselves with a 
brand and see if the brand matches their concept of themselves (Sirgy, 1986). Past researches 
have suggested that consumers have a positive attitude towards the brands that are perceived 
to have strong favourable human characteristics that are congruent with his or her self-
concept (Sirgy, 1986). Various studies report that brand personality congruity has a positive 
effect in attitude toward the brand (e.g. Dc Chernatony and Riley, 1998; 1-Farris and Fleming, 
2005). Kim et al. (2001) also finds that brand personality congruity has a positive effect on 
loyalty toward the brand. 
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The mental process of comparing self to other objects, called self-congruity, characterizes the 
match or mismatch between consumer self-image and a product image, brand image, or 
company image (Sirgy, 1986). Derived from consumer psychology, the phenomenon self-
congruity is a psychological (i.e., an internal) comparison that consumers make between a 
product and/or brand's perceived image and their own self-image perceptions (Sirgy, 1986). 
High self-congruity occurs 	heji perceptions of a product or brand's image match 
perceptions of one's self-image, and low self-congruity, incongruity, is experienced when 
there is a mismatch between product and/or product/brand image and self-image. The present 
study focuses on image congruence experience between self-image and brand image termed 
"self-brand congruity." 
In essence, the self-brand congruity experience is a function of two perceptual constructs: 
self-image and brand-image. In order to study this phenomenon, researchers typically employ 
psychometric techniques to measure consumers' self and brand image perceptions and then 
use standard calculations to determine the difference or distance between the image measures 
(Gould, 1991; Graeff, 1996; Sirgy, 1982, 1986; Sutherland et al.. 2004). Calculated congruity 
indicators are typically the focal point of analysis. Hence, the conceptualization of both the 
self-image and brand-image constructs is of central importance when studying self-brand 
congruity. The self-image concept, derived from self-theory, provides the "major theoretical 
impetus" of self-congruity theory and explains the motivational drives of self-brand congruity 
on consumer behavior (Sirgy, 1986). 
2.6.1 Major Studies on brand personality congruity 
Over the last three decades of research in consumer self-concept, marketing scholars have 
used the notion of self-concept/product-image congruity to explain and predict different 
facets of consumer behavior such as brand attitude, purchase intention, and brand preference 
(Clairbomc & Sirgy, 1990; Sirgy 1982). Also researches indicated that self-concephproduct 
image congruity can affect consumer product preferences and their purchase intentions 
(Birdwell, 1968; Erickscn, 1996; Mchta, 1999j_ 
Birdwell (1968), in his study applying the self-concept/product-image congruity model for 
the first time, argued that an automobile owner's perception of a car is essentially congruent 
with hiss/her sell  concept. Additionally, he suggested that a consumer's self-concept would be 
more congruent with a chosen brand than kith the images of brands not chosen. Erickson 
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(1996) found that a relationship did exist between self=conceptIproduct image congruity and 
intention to purchase a brand. Therefore, consumers might prefer brands that have images 
compatible with their self-concept (Zinkhan & Hong, 1991). 
O'Cass and Lim (2001) examined the brand preferences and purchase intentions of young 
consumers toward fashion apparel. The results showed there was a significant relationship 
between self-concept product image congruency and brand purchase intention. However, no 
significant relationship was found between self-concept, product image congruency and brand 
preference. In the area of behavioral research on sport and exercise involvement, Kang (2002) 
conducted a study to develop a decision-making process model for participant sport 
consumption that employed self-participant image congruity and attitude to predict 
participating intentions. The results indicated that self-participant image congruity had a 
significant impact on one's participating intention in the consumption context. 
Jamal and Goode (2001) conducted a study to determine the effect of self-concept' product-
image congruity on brand preference and satisfaction in the precious jewellery market in UK. 
Results showed that self-concept, product-image congruity was a very strong predictor of 
consumers' brand preferences and a good predictor of consumer satisfaction. Respondents 
with higher levels of self-concept/product-image congruity were more likely to prefer the 
brand they had chosen and enjoy higher levels of satisfaction with the brand as compared to 
those with lower levels of self-concept/product image congruity. 
In conclusion, the results of some previous studies clearly established a link between self-
concept and consumer behaviors. As expected, the self-concept played an important role in 
the control and direction of consumer behavior and performance towards purchase intention. 
The results were also consistent with the premise that the higher the congruity between a 
consumer's self-concept and brand image, the more likely s/he will choose the brand. 
Table 2.9 summarizes the findings of the most recent studies conducted on self image 
congruity. 
Table 2.10: Major Studies on the effect of self image congruity on customer behaviour 
Authors 	 Findings 
Azevedo & Farhanggtnehr, A significant positive correlation does exist between self 
2005 	 concept and brand personality congruity and advertising 
response.  
Consumers with low image congruity are influenced more by 
Klcijnen et al., 2005 	their surroundings than consumers with high image congruity 
and image congruity has a significant impact on consumer 
attitudes and the adoption decision. 	 - 
Jatnal & Goode, 2001 	Self-image congruity was a \ cr% strong predictor of 
consumer's brand preferences and a good predictor of 
consumer satisfaction. And consumers with higher levels of 
self-image ecHf;ru1cy were more likely to prefer the brand and 
enjoy higher levels of satisfaction with the brand as compared 
to those with lower levels of self inlate conf*ruity. 
Atnstrong, 2001 	 A difference in the self-images, product-images and level of 
image congruity experienced, does exist between hales and 
females. 
Quester et al.. 2000 	Confirm the role of self-congruity in consumer's choice and 
show that culture Influences the use of actual versus ideal self- 
image in the evaluation of product. 
Heath and Scott, 1998 	Find that when different brands of motor vehicles were 
physically similar, owners perceived no difference between 
their own self-concept and the self concept they attributed to 
owners of competing product brand. 
Hong & Zinkhan. 1995 	Brand memory Is not mediated b the extent to which i 
advertising expressions are congruent with viewer's self-
concept. However brand preference and purchase intention 
were shown to he influenced by the self-congruity of an ad. 	~ 
These researches provide evide1tec about the positive effect of self image congruity in the 
tangible product context on purchase intentions of the consumer (Ericksen, 1996; Mehta, 
1999; Sirgy. 1985). 
2.6.2 Antecedents of Self-Brand Congruity 
The image that a person has of her/hinlsclt'otten influences the brands purchase (Aaker, 1996: 
Belk. 1988; Plumnncr, 2000; Sirgy. 1982; Zinkhanl & Hong. 1991 ).The simple presence of a 
particular brand can serve to define a person with respect to others. particularly when social 
identity is involved (Belk, 1988). Consumer behaviorists suggest that by choosing brands 
with particular image associations individuals can communicate to others or themselves the 
type of person they arc or want to he, in turn enhancing one's own self-image and therefore 
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maintain psychological equilibrium and health (Aaker, 1996; Graeff, 1996; Grubb & 
Grathwhohl, 1967; Keller, 1993; Underwood, Bond & Baer, 2001). 
Congruity applies self-image theory to explain the influence of self-brand congruity on 
consumer brand attitudes through mediating influences of two motivations: self-esteem and 
self-consistency. From a self-esteem perspective, consumers are motivated to purchase a 
positively valued brand to maintain a positive self-image or to enhance self-image 
perceptions by approaching an ideal image brand. Self-consistency, on the other hand, 
suggests that a consumer will be motivated to purchase a product with an image that is 
consistent with actual self-image beliefs (Sirgy, 1986). 
Therefore, people have a need to maintain a consistent (self-consistency motive) and positive 
(self-enhancement motive) view of one's self. The use of products is one way by which an 
individual can symbolically express his/her unique self (Sirgo 1982). Products serve as 
symbols of who we are, who we have been, and who we are attempting to become. Based on 
people's tendency to behave consistently with his.fier view of the self, researchers concluded 
that consumers prefer products that are congruent to their self-concept (Malhotra 1988; Sirgy 
1982). People make a comparison between their own self-concept and the product image and 
prefer those products that have an image congruent with their own self'. Based on the theory 
of self-congruity, Aaker (1999) and Govers and Schoormans (2005) found that consumers 
prefer products and brands with a set of personality characteristics congruent to their own. 
Parker in 2009 conducted a study by comparing the brand personality and brand user-imagery 
constructs in congruity theory to examine their relationship in the image congruence model as 
a basis of modeling brand attitudes for publicly and privately consumed brands. The results 
indicated that, for publicly consumed brands, user-imagery-based congruence measures 
contributed more often to the explanatory power of the model. For privately consumed brands, 
brand personality congruity produced significant regressions but did not account for a large 
portion of explained variance, while user-imagery only entered one private brand model. 
A study conducted by Martin & Bellizzi in 1982 suggested that careful consideration should 
be given to the relationship between consumer self-image and brand image specially when 
product positioning is primarily based upon promotional tools. It concludes with the point 
that self-image congruity interpose in the purchase process. 
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A study conducted by kim, Lee & Ulgado (2005) examined the emotional process by which a 
consumer-brand relationship is formed. The results of their study showed that congruity 
between brand personality and consumer self-concept kindles such emotions as love, pride, 
and joy, and ultimately fosters a long-term consumer-brand relationship through brand 
attachment or self-esteem-building process. 
Mugge (2006) in his study revealed that product attachment is the emotional bond a 
consumer experiences with the product. In his study he examined the efteet of congruity 
between the personalities of a person and a product on attachment and product lifetime by 
using a scenario study. Scenario includes a written description of the personality of a person 
and a picture of a product that is (in) congruent with the personality of that person. 
In this context few researches also emphasised on the use of spokesperson in building a 
positive brand personality congruity. As in a study conducted by Kamins & Gupta (3994) 
tested the matchup hypothesis regarding choice of celebrity spokesperson by examining the 
fit or congruence between image type and the product advertised from an Identification and 
Intentalization viewpoint (Kelman, 1961). Results showed that increased congruence for the 
spokesperson/product combination resulted in the perception of higher believability and 
attractiveness of the spokesperson and a more favorable product attitude. 
.A study conducted by Kressmann, et al, in 2006 tested a model dealing with direct and 
indirect effects of self-image congruence on brand loyalty and the results supported the 
paramount importance of self-congruity in predicting brand loyalty. 
Therefore Brand User Imagery Congruity refers to the relationship between a buyer's self 
image and the perceived image of the user (Sirgy et al., 1997). High self-congruity would 
mean that a consumer perceives the user of a particular brand closely matches his or her 
image. Consumers are more likely to purchase a particular brand if they perceive it to be 
consistent with their self images (Liu ct al.. 2008). 
Many studies examine the influence of congruity between the personality of a person and the 
personality of his/her product (.e., product-personality congruence) on the purchase behavior 
of the consumer. This suggests that advertisers can stimulate product attachment by designing 
a produce with a pre-determined personality that matches the personality characteristics 
shared by the members of the target group 
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2.6.3 Comparison of Self-Congruity and Brand Personality 
James (2004) compared the concepts of self-congruity and the brand personality. 
Examination of congruity versus brand personality measures and measurement procedures 
identifies some important differences (Acker 1997 versus Sirgy et al. 1997). Though 
evaluations of personality characteristics of a typical brand may sometimes lead to 
comparisons with a respondent's own self-concept, especially if the respondent is a user of 
the brand, the self-concept is probably more implicitly or indirectly involved in the BP 
measurement process than with the SC measurement process. With BP measures, the main 
focus of attention is towards the personality' of the brand, without the direct connection to 
the self of the respondent as is found in SC measures. 
Major similarities and differences between the SC and BP constructs and measures are 
summarised in Table 2.11. Examination of Table provides a quick sketch of the differences 
between the constructs. 
Table 2.11: Conceptual comparison of self-congruity and brand personality 
Comparative 	I Self-congruity (SC) 	 I Brand personality (BP) 
Content/focus of Congruity between typical user of Descriptiveness of a set of personality 
attention 	brand and specified aspects of the characteristics for a given brand 
self-concept of respondents 
Scope 	 Narrow — typical user is basis for Broad, multiple sources as basis for 
determination. One direct source. 	determination (typical user is but one). '.. 
Multiple direct and indirect sources. 
Conceptual 	Actual SC, 	 Minimal variants identifi 
variants Ideal SC, BP of goods, 
Social SC, 	 BP of services, 
Ideal Social SC. 	 Retailer BP, etc. 
All conceptually similar. 
Measurement 	Global measures (characteristics General scales. 
variants 	 not defined; self-report measure 
of congruity). 
Specified 	 measures Idiographic measures (brand/ 
(characteristics defined; congruity situation-specific 	characteristics 
estimated). 	 derived from pre-study). 
Memory process Recall (specified measures or 	Recognition (personality 
involved 	recall-based global measures). _ 	characteristics are listed).  
Level of induced High (explicit focus on the self of Low/moderate (focus on the brand). 
self-awareness 	I r 
Source: James (2004) 
54 
In recent decades, researchers continue to operationalize brand image via respondent user 
image perceptions and employ semantic type scales to acquire respondents' self and brand 
image perceptions. For example. Graeff (1996) examined whether promotional messages (i.e., 
advertisements) activate consumers' self'-image, and if activating their self-image increased 
the effect of self-image congruity can purchase intentions. 
Hogg et al.. (2000) examined the public and private contexts of self-image and differential 
impact of self-congruity on brand evaluation and choice. The authors used twelve "unipolar" 
semantic differential scales for respondents to describe the user imagery of different brands. 
Results indicated that respondents prefer different product types in different situations, and 
that brand selection correlates to brands that have similar (i.e., congruent) user image 
perceptions. 
In the next section, the major studies on influence of self image congruity on purchase 
intention of the consumer are reviewed. 
2.7 Effect of Brand Personality Congruity on Purchase Intention 
Purchase intention has been defined as ? what consumers think they will buy (Blackwell et 
al., 2006). Purchase intentions have been used to predict consumer purchase behavior. 
Information obtained from purchase intentions could be used to forecast demand for existing 
products and brands. It could also help researchers make decisions as to whether or not new 
products should be developed. Hence, purchase intentions have become a useful estimator of 
actual consumer behavior (Monvitz, Steckel, & Gupta, 2007). 
Constructs of purchase intention and consumer attitudes, and their effect on consumer 
behavior have been the focus of considerable direct marketing research (Debling, 1998). The 
purchase intention is the probability of purchase of a product or a given brand (Lacoeuilhe, 
1997). It is "an expressed attitude concerning a future choice behavior and of economic 
decisions". 
According to Richards (2009). customer purchase behavior is what influences consumers to 
purchase products or services. Customer purchasing behaviors further refers to the activities 
in which people acquire, consume and dispose products and services (Blackwell et at 2001). 
Kanuk (2000) defines customer behavior as a way in which people make their decisions on 
products with the use of their available resources such as time, money and efforts. Arnoud 
(2004) proposed the circle of consumption that recognize the purchasing process as a loop 
comprising of acquisition of goods and services, consumption as well as disposal. 
From the customer's perspective, brand image is a guarantor of reliability and quality 
(Roman 2005). Thus customers would like to buy and use brand names with a view to 
highlight their personality in different situational context (Fennis & Pruyn 2006). Therefore, 
advertising efforts should focus on influencing brand attitude which affects a customer's 
intention to purchase (Tsai et al 2007). Customers are always well equipped with comparative 
elements to judge which products or services to purchase (Alvarez & Cassielles 2005). 
According to Fishbein and Ajzen (1975), some main criteria to consider when predicting 
actual behavior, from purchase intention survey data are `' the degree to which intention and 
behavior correspond in their levels of specificity. stability of the intention, and the degree to 
which carrying out the intention is completely under the person's volitional control. 
Sirgy et al. (1997) have shown evidence of using this construct to predict consumers' attitude 
and purchase intentions toward brands. He said that the similarity between a consumer's own 
self-image and the typical user's image can play a significant role in consumers' attitude or 
purchasing intentions. Sotiropoulos's (2003) report that usage imagery has a significant effect 
in both attitude toward and purchase intentions for a brand. 
Previous researches have also indicated that the self-concept'product-image congruity model 
may influence not only a consumer's product preference, but also his/her purchase intentions 
(Ericksen, 1996; Mehta 1999). Ericksen (1996) found that there was a significant relationship 
between self-image congruity and purchase intention. The study suggested that consumer 
behavior such as product use, product ownership, brand attitude, purchase motivation, 
purchase intention, or brand choice is depends on the self-concept/product-image congruity 
model. Consumers are expected to prefer brands that have images compatible with their self- 
perceptions (Belk, Balm, & Mayer, 1982; Ericksen 1996: Jamal & Goode 2001; Solomon, 
1983; Zinkhan & Hong, 1991). 
Lim and O'cass (2001) find consumers have more favourable preferences and purchase 
intentions toward a brand that has a user image that is congruent with the perceived image of 
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the brand's target market. They examined the brand preferences and purchase intentions of 
young South-east Asian consumers toward fashion apparel. Specifically, they employed non-
product brand associations proposed by Keller (1998) which consisted of price perceptions, 
brand personality, brand-elicited feelings, and sett=wncept,product image congruity to test 
their effect on brand preference and purchase intention. The results shoved there was a 
signitieant relationship between self-concept product image congruency and brand purchase 
intention. 
Although the literature regarding usage imagery congruity is limited, still a consequence of 
such a difference between congruity and incongruity may be that company-'product-brand 
personality would exert a larger positive effect on purchase intention of congruent match-ups 
than incongruent matchups. That is, under a high congruity scenario, company-/product-
brand personality may exert a stronger positive influence on consumers' purchase intention. 
On the other hand, when lo\\, congruity occurs, the link between company/product-brand 
personality and consumers' purchase intention may be weak, indicating the moderating effect 
of congruity between company-brand personality and product brand personality. 
2.8 Role of Advertising in Creation of Brand Personality Congruit} 
2.8.1 What is Advertising? 
Advertising is the promotion of a company's products and services carried out primarily to 
drive sales of the products and services but also to build a brand identity and communicate 
changes or new productscrviccs to the customers. Advertising has become an essential 
element of the corporate world and hence the companies allot a considerable amount of 
revenues as their advertising budget. There are several reasons for advertising some of which 
are as follows: 
• Increasing the sales of the product'servicc 
• Creating and lnaintainin a brand identity or brand image. 
• Communicating a change in the existing product line. 
• Introduction of a new product or service. 
• Increasing the huzi-value of the brand Or the company. 
,d\crtising, sales promotion and public relations arc mass-communication tools available to 
iarketers. As its 11a111C Suggests. mass Ce1ll11l11IlICatlo11 uses the sa1111C message for e\ eryoIie in 
n audience. The mass commniumrcatkn tools trade o:I the advantage of personal selling. the 
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opportunity to tailor a message to each prospect, for the advantage of reaching many people 
at a lower cost per person (Etzel et al., 1997). Today, definitions of advertising abound. We 
might define it as communication process, a marketing process, an economic and social 
process, a public relations process or information and persuasion process (Arens, 1996). 
Dunn et al. (1978) viewed advertising from its functional perspectives, hence they define it as 
a paid, non-personal communication through various media by business firms, non-profit 
organization, and individuals who are in some way identified in the advertising message and 
who hope to inform or persuade members of a particular audience. Morden (1991) is of the 
opinion that advertising is used to establish a basic awareness of the product or service in the 
mind of the potential customer and to build up knowledge about it. Kotler (1988) sees 
advertising as one of the four major tools companies use to direct persuasive communications 
to target buyers and public noting that "it consists of non-personal forms of communication 
conducted through paid media under clear sponsorship". According to him, the purpose of 
advertising is to enhance potential buyers' responses to the organization and its offering, 
emphasizing that "it seeks to do this providing infonnation, by channeling desire, and by 
supplying reasons for preferring a particular organization's offer. While writing on 
advertising nature and scope. Etzcl et al. (1997) succinctly capture all advertising as having 
four features: 
(i) A verbal and or visual message 
(ii) A sponsor who is identified 
(iii) Delivery through one or more media 
(iv) Payment by the sponsor to the media carrying the message. 
Thus, several reasons for advertising and similarly there exist various media which can be 
effectively used for advertising. While it is quite common to regard advertising as a major 
factor in leveraging brand equity (Achenbaum, 1989; Lindsay, 1990), it is worth noting that 
consumers are not passive recipients of image-laden advertising. Joyce (199I) suggests that 
"people took away from communications, including advertising, what they chose to, and 
indeed brought existing preconceptions to them". In reality, brand values are subjective, a 
point stressed by ~McDonald (1992) who suggests that "it is consumers and their habit-
forming tendencies who create branding; branding is inseparable from the ability to choose. 
What ad\ ertising does is to help control the acquisition of value, and give it direction. If we 
do not advertise, our product would still acquire a 'branding', but it might not be one that we 
would like". 
From a semiotic perspective, an advertisement may be defined as: "a sign, representing the 
actual product image (or object), the meaning of which is dependent on the interpretation of 
the ad recipient (interpretant), which in turn is based on the context in which the ad (sign) 
occurs" (Dingena, 1994, p.36). 
Summarizing the above, it is concluded that "advertising then consist of all the activities 
involved in presenting to an audience a nonpersonal, sponsor-identified, paid-for message 
about a product or organization". Those views of Etzel et al. (1997) coincide with the simple 
but all-embracing definitions of Davies (1 99S) and Arens (1996). For instance, while Davies 
states that "advertising is any paid form of non-personal media presentation promoting 
ideas concepts, good s or services by an identified sponsor. Arens expressing almost the same 
view describes advertising as "the personal communication of information usually paid for 
and usually persuasive in nature about products (goods and services) or ideas by identified 
sponsors through various media". From the foregoing, it could be concluded that the purpose 
of advertising is to create awareness of the advertised product and provide information that 
will assist the consumer to make purchase decision, the relevance of advertising as a 
promotional strategy, therefore, depends on its ability to influence consumer not only to 
purchase but to continue to repurchase and eventually develop-brand loyalty. Consequently, 
many organizations expend a huge amount of money on advertising and brand management. 
A brand is a name given by a manufacturer to one (or a number) of its products or services. 
Brands are used to differentiate products from their competitors. Thcy facilitate recognition 
and where customers have built up favorable attitude towards the product, may speed the 
individual buyers through the purchase decision process. Individual purchasers will filter out 
unfavourable or un-known brands and the continued purchase of the branded product will 
reinforce the brand loyal behaviour. Without brands, consumer couldn't tell one product from 
another and advertising then would be nearly impossible. 
2.8.2 Advertising and Brand Personality Creation 
At all levels of marketing imagery advertising is identified as one of the principal 
components of image creation. The question of how advertising avfccts consumer behavior 
represents one of the most complex and intriguing aspects of understanding in marketing. 
\\,*title it is convenient to describe two broad schools of advertisine effects and consumer 
behaviour based on the cOwniti\,; and behavioral approaches to consumer decision making. it 
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is obvious that such a dichotomous view can hardly be expected to explain the panorama of 
consumer decision-making situations 
Johar and Sirgy (1991) distinguish between advertising based on value expressive (image) or 
symbolic appeals and utilitarian (functional) appeals. The image strategy involves building a 
"personality" for the product or creating an image of the product user. The utilitarian appeal 
involves informing consumers of the product benefits that are perceived to he highly 
functional and important to the consumer. Based on this classification they suggest that there 
are two different routes to persuasion: self-congruity and functional congruity. "The self-
congruity route to persuasion can be viewed as a psychological process in which the audience 
focuses on source cues and matches these cues to their self-concept. The greater the match of 
the source cues, the greater the probability of persuasion, and vice versa. 
Advertising is all around us; rather, it has become a strange breed of communication, 
marketing, psychology and design. However, advertising helps create, manage and maintain 
brands. Advertising has a dominant role in the creation of brand personality (Rajagopal, 
2006). The creation of brand personality through advertising can be understood from a 
semiotic perspective, an advertisement could he defined as a sign, representing the actual 
product image, the meaning of which is dependent on the interpretation of the ad recipient, 
which in turn is based on the context in which the ad occurs" (Ouwcrsloot & Tudorica, 2001). 
Salomon (2009) agrees with the stated definition and adds that .semiotics helps us to 
understand how consumers interpret the meaning of symbols. 
Most people want something they can reflect or use to improve their self portrayal with, this 
is why the creation of brand personality through advertising is so important for buying 
decisions. By using advertising, the emotional image of the brand and the associated brand 
personality establishes a deep relationship between the customer and the brand. Hence, a 
brand personality can make a brand more interesting and can help consumers to express their 
identities. An example of personality creation through advertising is the use of celebrity 
endorses; they alter their personalities to brands in order to establish brand associations 
among consumers_ (Rajagopal, 2006). 
Ouwersloot and Tudorica (2001) argue that the creation of brand personality through 
advertising depends on the construction of the advertisement. In order to understand the 
process, one should study the way the advertising works (Rajagopal. 2006). Furthermore 
60 
Ouwersloot and Tudorica (2001) argue that an advertisement consists of three stages: 
advertising exposure, advertising processing, and advertising responses. 
According to Rajgopal (2006), the advertising exposure stage involves planning before the 
advertisement is shown to the consumers. Marketers have to decide upon media choice (such 
as newspapers. radio, and TV), communications style (literative or figurative), 
communication mode (pictorial or verbal), and message content (informational or 
transformational). 
Ouwersloot and Tudorica (2001) argue that the advertising processing stage occurs when the 
consumer is confronted with the exposure of the ad, and thus process the advertising stimuli. 
However, the creation of brand personality depends on how the consumer processes the ad 
and interprets the message; hence the process of brand personality creation is dependent on 
the consumer's cognitive and affective state during exposure of the ad (ibid). Rajl opal (2006) 
adds that brand personality is influenced in a large way by the affective and cognitive 
evaluations of the consumer in the advertising communications. 
The most preferable advertising response is consumer behavior, thus influencing consumers 
to choose, purchase and consume the advertised product or brand (Ouwersloot and Tudorica, 
2OO1). Howe \ er, before consumers choose to consume a specific brand, they must link it to 
intermediate responses. Intermediate responses are related to brand knowledge and brand 
experience, hence these factors will indirectly intluence the way consumers interpret and 
process the advertisement. They Further added that it is first when the brand personality has 
been transferred to the advertised product that brand personality can be transferred to the 
consumer Bence, consumers are able to reap the benefits of brand personality for the 
achievement of their personal needs by purchasing the branded product. This is also 
supported by Rajagopal (2006) who states that personification of a brand through advertising 
is first incarnated when there is a thatch between personality of the product and of the 
consumer. 
Brand Personality is one of the core dimensions of brand identity (Aaker, 1996). It represents 
the emotional side of the brand image. It is an attractive and appealing concept of marketing 
of today. Brand personalities are created in different ways and with different tools. f iowever, 
the creation of brand personality involves active communications on the side of the firm: the 
personality has to be disseminated to be alive. 
Brand Personality Creation and Transfer(adapted from Dingena 1994) 
Advertisement 
Representation 	I Personality creation 
Product 	I Consumer (advertising processing) 
Personality transfer 
  Opportunity 
Consumer-brand relationship 
Figure 2.4: Brand Personality Creation and Transfer (adapted from Dingena 1994) 
In most disciplines of marketing science, there has been little systematic analysis on the 
effectiveness of advertisement. Previous studies have proposed taxonomy for a better 
understanding of the relationships and linkages between brands and customer portfolios 
(Rajagopal and Sanchez, 2005). Advertising is by far the most important communication tool 
in marketing, and brand personality is built with every advertisement. Rajgopai (2005) 
reveals that advertising is heavily used in the process of personality creation. This follows 
logically from the fact that personalities are particularly useful for the creation of brand 
associations. The media's effectiveness in relation to brand personality and customer 
response to brands may be studied for building long-run branding strategies. However, 
identifying an appropriate market and starting a meaningful relationship using relevant and 
entertaining content is generally it much more compelling tactic for creating loyal Customers. 
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Verna (2009) specifies that clever advertisers have always relied on the power of 
advertisement to get their messages across. The personality and psychological factors also 
lead to differences in cognitive style of different consumers (Cacciopo and Petty 1982). 
Research is only now beginning to apply learning from cognitive psychology and the 
affective (neuro) sciences on how meaning is created and memories retained when we are 
looking at visuals. The implicitness of a visual message involves the beholder more in 
meaning creation, thereby effectively making him a coauthor. This co-authoring effect 
(Bellmore, 1990) moves the beholder from adversary to accomplice and makes visuals so 
persuasive. 
2.8.3 Advertising and Congruency Effect (connecting brand personality with 
consumers' self) 
Marketing actions, especially advertising is heavily used to communicate the product's 
meaning and create brand personality (Batra el al., 1993; Meenaghan, 1995; Blythe, 2007). 
Advertising is considered as an effective tool in Influencing the brand evaluation through 
evocation of brand associations. Advertisements create symbols and imagery around the 
advertised product and communicate the designated brand personality. Further, the way 
consumers process advertisement stimuli influences brand personality perceptions. Ruiz and 
Sicilia (2004) show that individual personalities drive information processing and 
consecutively influence their perception of the brand. Consumers are more susceptible and 
receptive to advertising messages that match their personalities (Moon, 2002). Matzler and 
his colleagues (2006) propose that human personality differences can account for differences 
in the values and expectations of the consumer An individual's propensity to extraversion 
has been associated with enerttvv, ambition and venturesome and this dimension has been 
shown to influence brand loyalty and behavior. Other personality dimensions, such as 
neuroticism and openness to experience have the propensity to influence perception, 
preference and choice of brand (Dollinger, 1995; George and Zhou, 2001). 
Fennis, Pruyn and Maasland (2005) in their study suggest that brand personality dimensions 
affect individual assessment of personality traits. In a series of tour experiments, the authors 
found a transfer effect from brand personality traits to consumer personality traits. 
Furthermore, the results suggest that the brand personality dimensions of extraversion, 
sincerity and competence affected the Rig-Five factors of ruggedness, agreeableness and 
intellect respectively. 
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Rajagopal (2005), in his study, suggests that social psychological theory of impression 
formation can be useful in understanding how family brand impressions are formed in 
addition to the cognitive theories. The creation and transfer of the brand personality is 
dependent on the way consumers process the advertisement. For a thorough understanding of 
advertising processing, and consequently the creation and transfer of brand personality 
through advertising, one should also look at the way advertising works. Sujan et al. (1986) 
showed that in sales interactions, information processing is more extensive when salespersons 
do not meet consumers' expectations. The advertising appeal with some degree of ambiguity, 
which leaves consumers with various interpretations, attracts more attention from the 
consumers (Rameshwar and Chaiken 1991). 
Consistency or congruity is a common principle underlying much social psychological theory 
and research. It claims that people prefer consistency and avoid inconsistency regarding 
cognitions, actions and emotions (Eiser 1971; Heider 1958). Studies on television advertising 
have recognized the effects of ad congruity on the effectiveness of advertising (see table). 
This so called context analysis or environmental analysis helps TV advertisers to better deal 
with the relationship between ads and the context in which ads are embedded in (Sharma 
2000). 
Table 2.12: Congruity models applied in prior studies 
Literature Media Findings Congruity Type 
(Johar 	et 	al. TV Value-expressive 	advertising 	appeals 	are Product-Ad 
1991) effective when the product is value-expressive, congruity 
while utilitarian appeals are effective when the 
product is utilitarian. 
(Kanlins 	et TV A happy commercial viewed in the context of a Program-Ad 
al., 1991) happy program was evaluated more favourably Congruity 
than the same commercial viewed after exposure 
to a sad program; while for the sad commercial, 
it performs more favourably in the context of a 
sad program relative to a happy one.   
(Celuch et al. TV Congruency between the sources (cognitive or I Program-Ad 
199 3) affective) of program and ad involvement (lid ! Congruity 
not produce greater ad effectiveness than did 
incongruent. 
(Sharma TV Free 	recall 	and 	cued 	recall 	are 	significantly 	Program-Ad 
2000) higher for the cognitively (affectively) involving 	Congruity 
commercial 	in 	the 	cownitively 	(affectively) 1 
involving program context than in the aftcctivcly 
4 
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co aitivet 	involving 	 ro gram context 
(Lord 	et 	al. TV Commercial 	messages 	generate 	greater recall Program-Ad 
2001) when they are shown in programs that induce Congruity 
moods that are congruent with the mood of the 
commercial 	message 	than 	when 	they 	are 
incongruent. 
(Fumlmm et 	TV Ads are remembered better when placed within a Program- 
al. program of dissimilar content. Product 
2002) _ Congruity_ 
Moore et al. 	Web Incongruity has a more favourable effect on Website- Product 
2005) recall and recognition, whereas congruity has & Website-Ad 
more 	favourable 	effects 	on 	attitudes. 	Web Congruity 
browserkt pay greater attention to 	with b  
a high bacekground-colour/ text-colour contrast 
than to an ad with a low background-colour/ 
text-colour contrast. 
Prior studies reveal that viewers' attitudes toward ads are more favourable when the 
congruity between programs and ads is achieved. Many styles of congruity are discussed, 
such as induced mood congruity (happy vs. sad) (Kamins et al. 1991; Lord et al. 2001), 
involvement type congruity (affective vs. cognitive) (Ccluch ct al. 1993; Sharma 2000) and 
content congruity (product category) (Fumham et al. 2002). General advertising research also 
claims that the congruity between the nature of product and appeal of ad makes the ad 
become more persuasive (Johar ct al. 1991). Prior independent studies of various congruities 
between different factors contribute to the accumulation of the knowledge on this issue. 
Nerven & Pettersson (2009) reveals that most people want something they reflect or use to 
improve their self portrayal, and so the creation of brand personality through advertising is so 
important for buying decisions. By using advertising, the emotional image of the brand and 
the associated brand personalities establishes a deep relationship between the customer and 
the brand. Hence, a brand personality can snake a brand more interesting and help consumers 
to express their identities. 
Arens and Bovee (1994) define advertising as. "non-personal coin inuni cation of information 
usually paid for and usually persuasive in nature, about products, services, or ideas by 
identified sponsors through various media". From this definition, we can see that advertising 
is a type of communication related with three actors—products (or service, ideas), media and 
sponsors. However, there is another actor implicitly represented in the definition, i.e., 
consumers who receive ads. 
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Congruity principle suggests that when the nature of product and appeal of ad are congruent, 
the ad generates more favourable attitude of consumers and become more persuasive (tohar, 
et. al., 1991). Emotional ad is congruent with hedonic product, while informational ad is 
congruent with utilitarian product. That is to say, the hedonic product should be advertised in 
an emotional approach, and the utilitarian product should be advertised in an informational 
approach. 
With the intensifying competition, the major challenge ahead is to create a distinctive image 
for the individual product. Distinctiveness is the core of the innovative character of an 
advertising strategy. Consumers with high involvement in purchase evaluate advertising 
information more thoroughly' than individuals with low involvement (Peltier and 
Schibrowsky 1994; Mantel and Kardes 1999). Such consumers who have high need for 
cognition often need rational reasons before buying any product. Thus, in such cases 
consumer response can be initiated by offering information rich advertisements (Petty et al. 
1983; Maclnnis and Jawwworski 1989; Sun i and Monroe 2001). 
Product features which deliver meaningful product benefits are generally central to the brand 
image creation process in that it is the ability of the product offering to satisfy buyer needs 
that is at the core of image formation. However, where there is little real functional difference 
between competing product offerings, then the weight of the image creation task falls more 
heavily on other aspects of identity. In such circumstances particular emphasis is placed on 
marketing communications in general, and advertising in particular, in order to provide the 
basis for consumer discrimination. 
2.9 Research Gaps 
After the deep analysis of the literature available on the constructs to be considered under this 
study. i.e., the brand personality construct, self.image and congruity construct and the study 
on the impact of this congruity on the purchase intention of the consumers, it has been found 
that there are some lack still present in this field of research. 
This literature review has indicated lack of relevant studies regarding brand 
personality and congruity effect on the purchase intention of consumers in Indian 
context, particularly. 
2. There is lack of literature on the brand personality congruity study, brand-wise, as not 
much of the categories of brands with their image, has been taken under consideration 
to measure their brand personality and congruity with that of the brand users. 
3. Moreover, to our knowledge there has been very less research identifying what kind 
of brand personality is preferable for different types of consumers. 
l"ience. this study has tried to fill this gap in the literature by adding to the existing 
knowledge of brand personality congruity effect on purchase intention of the consumer in 
Indian context. 
2.10 Concluding Remarks 
Literature evidences that companies that employ brand personality as a part of an overall 
positioning strategy, when properly and consistently communicated. can affect consumer 
perceptions in far more enduring ways than other marketing and communication strategies 
(Burke. 1994). Brand personality provides an enduring point of differentiation, particularly in 
categories where products have reached functional parity and/or when symbolic consumption 
motivates the market behaviour. This differentiation 
(1) facilitates consumer choice by simplifying, the decision process: 
(2) increases awareness and attachment (i.e.. builds loyalty): 
(3) enhances the favourability of brand's image (Phau & Lau, 2001; Sutherland et al., 2004); 
(4) may have a positive effect on Purchase Intention. 
Based on the results of previous studies mentioned above, the importance of the self-image! 
product-image congruity model lies in the tact that the self-concept-product-iniage congruity 
model enables researchers or marketers to predict various consumer behaviour patterns. In 
addition. knowledge of the effects of self-concept; product-image congruity model can aid 
marketers in understanding the persuasiveness of their promotional messages. The 
effectiveness of promotions may be increased if thcv develop and promote a product image 
congruent v."1th the consumer's self concept. Therctore, considering the tremendous 
expansion of apparel and beverage industry in India, it is of value to use these constructs to 
predict consumers' purchase Intention in this study. 
After synthesizing the relevant literature, the conceptual framework of the study has been 
designed to get the various Interrelationships between the dimensions considered in this study 
and to validate the framework, an appropriate research methodology is being drawn in next 
tollo« ing chapters. 
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CHAPTER 3 
THEORETICAL FRAMEWORK AND HYPOTHESIS 
DEVEI,OPN-LENT 
3.1. introduction 
A conceptual framework explains, either graphically or in narrative form, the main things to 
be studies - the key factors. constructs or variables - and the presumed relationship among 
them (Miles and Huberman, 1994). Based on this definition the conceptual framework is 
being designed to get the understanding of the various linkages between the constructs 
considered under the study. 
As this study probes into the concept of brand personality congruity and its influence on 
purchase intention of the consumer, the various related constructs are elaborated in this 
chapter in order to get the deeper understanding of the linkages and their consequent effect on 
the consumer purchasing behaviour. 
You look around and you see everyone ►t'earing the same st'ntbol. I don 't like that because 
it 's like following the herd " 
-Stephen Carr- (Clifton & Maughan, 2000, pp. 28) 
Numerous researchers have tried to explain how fashion :starts and spreads, who comes up 
with new trends, who are the first to follow then, and what stimulates fashion diffusion and 
innovation. Fashion tends to follow a cycle similar to the classic product life cycle. The 
fashion life cycle illustrates how fashion products move from initiation to decline through 
three phases; introduction, acceptance and regression. In the introduction phase, only a few 
people will have discovered the product, the consumer innovators and early adopters. These 
will be followed by a larger group of people during the acceptance phase and eventually the 
product will experience less interest from the consumers during the regression phase 
(Bohdanowicz & ('lamp. 1994). Further, it is claimed that the consumers who come up with 
new trends as well as the consumers who first adopt them, generally have a strong desire for 
expressing individualit} and uniqueness (Goldsmith et al., 1999). 
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A consumer's need for uniqueness can be defined as a person's seek for individuality in 
relation to others through acquisition and utilization of consumer goods with the purpose of 
developing and expressing its distinctive personal and social identity (Solomon & Rabolt, 
2004, Belk, 1988). The need of feeling different From others arises when a person perceives 
that its identity is threatened as a result of being similar to others (Cooper et al., 2005). One 
manifestation of uniqueness is the avoidance of products or brands that have become 
commonplace, on the contrary, products that are perceived to be outside the norm in a social 
context may serve as symbols of uniqueness (Tian, Bearden & Hunter, 2001). In general, the 
desire for unique offerings will increase consumers' efforts to acquire and possess goods, 
services, and experiences that few others possess. More specific manifestations of this desire 
include an increased tendency to acquire and use products that are innovative. customised and 
can build a unique image. 
From a company perspective, brands can function as carriers of information and symbols of 
certain life-styles to attract consumers. From a consumer perspective on the other hand, a 
brand can he a source of information and a perceived guarantee for quality when the brand 
itself strongly represents certain attributes. Furthermore, as the information that is 
communicated through the brand can be both rational and emotional character. brands will 
not only be carriers of information to the consumers. they will also have symbolic importance 
This is essential in the creation of a unique brand image. 
As it is very well said by Levy that consumers buy products not for what they can do, but alsc 
for what they mean (Levy, 1959) also the relevant literature on brand image suggests tha' 
advertisers attempt to provide "stimuli" through various forms of brand communications 
with the aim of making consumers perceive the intended brand image and personality whicl^ 
may benefit the consumers in their purchasing buying behaviour. Brand personality i; 
developed and created by advertisers and they hope customers would get their meaning 
(Guthrie, 2007). 
All the business need is developing plans to convey the pieces of information that can portray 
the desired personality (Meredith, 2003). Understanding how brand personality is created in 
the minds of the consumers is essential for effective use of a company's marketing tools. 
Rajagopal (2006) claims that by the fact of brand personality has a vital role in effective 
brand management, companies use advertising for quick cogniti%c reflexes of customers and 
it is a common belief among the managers of multinational companies that advertising plays 
a pivotal role in building a brand and the influence of advertising practices on developing 
brand personality and their impact on the buying behavior of consumers. He found that in the 
process of brand personality building advertising plays a role as brand drivers; brand 
typology, cognitive relationship between the consumer behaviors, communication and brand 
perceptions. 
Based on the above concept wherein, brand personality plays a significant role in building a 
brand personality congruity and people exploit brand to construct their own self-identity 
(Foumier. 1998). Self image congruity affects consumer's purchase motivation because 
people have a motive to behave consistently with their self perceptions (Epstein, 1980). That 
is, they prefer products with personalities that match their own self image. Thus by the use of 
appropriate promotional tool the effect of congruity on purchase intention of consumers can 
be analysed. The framework for the study is designed as under. 
3.2 Conceptual Framework 
The proposed conceptual framework in this study is based on the findings in the literature 
review presented in previous chapter. This research intends to investigate the relationships 
among brand personality, consumer personality, establish the relationship between the Brand 
Personality Congruity (HPC) and the pre purchase consumer evaluations of the purchase 
intension. The following conceptual model was developed where BPC was hypothesized to 
have significant and positive associations with the Purchase intention of the consumer, Ales I 
has been hypothesis based on literature review that the consumers with high BPC can tend to 
possess high purchase intention and vice versa. 
The study is based on primary data collected Through a structured questionnaire survey 
research method using Aaker's (1991) brand personality (BP) construct and semantic 
differential scaling technique for measurement of brand personality congruity. The four 
brands chosen for this study belong to two diverse categories of products i.e. Van-Heusen & 
Raymond's in Apparel category and Coca-Cola 8: Pepsi in Beverage (soft-drink) category. 
The print and electronic advertisemcnts of these brands fiom different secondary sources 
such as newspapers, magazines, television and Internet were studied. The respondents were 
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also asked to respond to items related to advertising in order to understand its role in shaping 
the purchase intention towards a particular brand. 
Figure represents the theoretical model and consequently proposes the hypothesis to be tested 
in this study. 
Figure 3.1: Conceptual Framework 
Sinccru 	 (nsamrr 
Excitement Pcrsonalith 
Compe(ence 	 Brand Personality & Purchasr Sophistication Consumer Personality 
Ruggedness 	 Congruence (BPC) 	 Intention 
(Aaker 's scale, 	I 	1 	Brand 
1 
 
c)97) 	 Pcrsonalitv 
The above model was developed to study the various dimensions of this study. These 
dimensions are explained as under: 
Brand Personality 
Brand personality is an attractive and appealing concept on the marketing of today. Brand 
personality can be defined as the set of human characteristics associated with a brand and it 
tends to serve a symbolic or self-expressive function (Aaker, 1997). According to Aaker 
(1997), there are five dimensions under brand personality, including sincerity, excitement, 
competence. sophistication and ruggedness. Through such techniques, the personality traits 
associated with a brand, such as those associated with an individual, tend to be relatively 
enduring and distinct. For example, the personaliti,  traits associated with Coca Cola are cool, 
all American, and real: these traits have been relative/v enduring (Pendergrast, 1993) and 
diferentiate Coke from its coilp7U1ilors (e.g., Pepsi being young & exciting). 
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The brand personality concept, as one dimension of brand image (e.g. Plummer 1985), has 
received increasing attention among researchers (Aaker and Fournier 1995; Aaker 1997; 
Freling and Forbes 2005; Ang and Lim 2006). Compared to other dimensions of brand, brand 
personality is the most significant antecedent of brand equity (Faircloth , 2005). Aaker (1996) 
named brand personality a stra:s is tool and a metaphor that can help brand strategies to 
understand people's perceptions of brand and differentiated brand identity and in the end 
creates brand equity. She described it as one of the core dimensions of the brand identity and 
perhaps as the closest variable to the consumers' decision making process on buying. 
Therek rc. a distinctive brand personality can help to create a set of unique and favourable 
associations in consumer memory, and thus build and enhance brand equity. A well 
established brand personality and its fitness with the consumer self-concept influences 
consumer preference and patronage and develop stronger emotional ties and build a positive 
purchase intention. 
Con.suiner's Pe►•,ufulity (Actual Sell) 
Self-concept denotes the "totality of the individual s thoughts and feelings having reference 
to himself as an object" (Rosenberg. I979). It is a significant quality that isolates an 
individual from others and is the responsible part about all behaviours of its owner. This 
dimension usually refers to more than one different self-perspective. Self-concept 
investigators have used this construct to denote actual self image (how a person sees 
himself/herself), ideal self-image (how a person would like to see himself), social self-image 
(how others see him'her as), ideal social self-image (how a person would like others to see 
hitll'her as) (Sir y, 1982). Self image :' product image congruity specifically to the match or 
mismatch of one or more actual self image, or ideal self image, social self' image or ideal 
social self image with the corresponding personality images of the designated product. The 
match between actual self image and product image has been referred to as self congruity. 
Self concepts represent knowledge structures that consist of beliefs about the self, including 
one's attributes, social roles and goals (Cassielles 2005). The individual, relational and 
collective self concepts refers to whether the self is viewed as separate from others, linked to 
others through relationships or included in large groups, respectively (Bremer & Chen 2007). 
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Brand Personality Congruity 
Self-concept / product-image congruity is defined as the match between a consumer's 
perception of him/herself and the image of the typical user of a product. For example, a man 
who sees himself as masculine and rugged will choose Marlboro cigarettes, whereas a woman 
who sees herself attractive, modern, and liberated will prefer Virginia Slims cigarettes 
(Graeft; 1996). The mental process of comparing self to other objects, called self-congruity, 
characterizes the match or mismatch between consumer self-image and a product image, 
brand image, or company image (Sirgy, 1986). Derived from consumer psychology, the 
phenomenon self-congruity is a psychological (i.e., an internal) comparison that consumers 
make between a product, store, and/or brand's perceived image and their own self-image 
perceptions (Sirgy, 1986). High self-congruity occurs when perceptions of a product or 
brand's image match perceptions of one's self-image, and low self-congruity, incongruity, is 
experienced when there is a mismatch between product and/or product/brand image and self-
image. Self-congruity is a comparison that can take place between different possible stimuli 
and objects such as stores and brands. 
Purchase Intention 
Purchase intention has been defined as how likely it is that the individual would purchase the 
product (Phelps & Hoy, 1996) or the predisposition to buy a certain brand or product (Belch 
& Belch, 2004). Purchase intention has been tound to play an important role as predictor of 
the consumer's purchase behavior (Goldsmith et al, 2000; 2002; Gresham & Shimp, 1985; Yi, 
1990). It refers to the possibility for consumers to purchase certain product (Dodds, Monroe 
& Grewal, 1911). Reynolds and Wells (1977) discovered that it was more accurate to predict 
purchasing behavior by purchase intention than by purchasing preference. It is an attitude as a 
person's cognitive evaluation of lasting like or dislike of certain individual or idea, as well as 
his emotional feeling and course of action (Kotler, 1992). It can be known from the above 
definition that attitude gradually take shape, it is lasting, and evaluation behavior will be 
generated; and consumers' brand attitude, favorability and confidence will influence their 
purchase intention and behaviour. Hence, it has been, on many previous occasions, studied 
or treated as a dependent variable (Goldsmith et al, 2000; Yi, 1990; Dena et al., 1987; 
Machlcit & Wilson. 1988). Likewise. 11r the purpose of this study, (PI) is the major 
dependent variable. 
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Aaker (1997) propose that the brand personality scale she developed might explain "when 
and why consumers buy brands for self-expression purposes" and that it may drive consumer 
purchase intention. This scale comprises of five factors namely, Sincerity, Excitement, 
Competence, Sophistication and Ruggedness and 42 facets on which the personality of the 
brand and that of the consumer can be measured. If brand personality is positively valued, is 
strengthens the consumer and brand relationship resulting in congruency factor. Therefore 
brand personality being enduring and more stable than any other brand associations should 
favour the consumers' will to maintain the relationship with the brand in the future. We thus, 
here, postulate a relationship in terms of congruency between the brand personality and 
consumer personality and their influence on consumers' purchase intention. 
Following hypotheses is framed to be tested in later sections. 
3.3 hypothesis Development 
This analysis of past literature led to the following general hypothesis. A total of 32 
hypotheses have been fonnutatcd. These hypotheses gave a direction to the flow of the 
research. The various major and sub-hypotheses of the study are listed below: 
HI@: There is no significant and positive relationship between brand personality congruity 
and purchase intention of the brands. 
HI: There is a significant and positive relationship between brand personality congruity and 
purchase intention of the brands. 
H11 There is no significant and positive relationship between brand personality 
congrerity andpsrchase intention ofthe brand hanfieasen. 
Ill.): There is a significant and positive relationship between brand personality 
congruity and purchase intention of the brand Vanhemen. 
If l.2,: (here is no significant and positive relationship between brand personality 
congruicv and purchase intention u/ the brand Raymonds. 
111.2: There is a significant and positive relationslnp bettreen brm2d personality 
congruity and ptvnhacC rrtic;pmr of the I, a, d /?qv, iiowts. 
!f7.3: There is no sigizzfirant and posifire vela tionsFdp between /,rand personality 
congruity and purchase intension ofthc burnd Coca Cola. 
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H1.3: There is a significant and positive relationship between brand personality 
congruity and purchase intention of the brand CocaCola. 
I 
H1.do: l here is no significant and positive relationship between brand personality 
congruity and purchase intention oft he brand Pepsi. 
H1.4: There is a significant and positive relationship between hrand personality 
congruity and purchase intention ojthe brand Pepsi. 
H2o: There is no significant and positive relationship between brand personality dimensions 
and the Purchase Intention of the consumers. 
H2: There is a significant and positive relationship between brand personality dimensions 
and the Purchase Intention of consumers. 
SINCERITY 
H2.la There is no significant and positive relationship between Sincerity and 
Purchase Intention of the brand Vanhuesen 
112.1: There is a significant and positive relationship between Sincerity' and Purchase 
Intention of the brand Vanhuesen 
H2.2e, There is no significant and positive relationship between Sincerity and 
Purchase Intention of the brand Raymonds. 
II2.2, There is a significant and positive relationship between Sincerity and Purchase 
Intention of the brand Rapmonds 
H2.3o, There is no significant and positive relationship between Sincerity and 
Purchase Intention of the brand Coca Cola 
H2.3,: There is a significant and positive relationship between Sincerity and Purchase 
Intention ofthe brand CocaCota 
H2.4, There is no significant and positive relationship between Sincerity and 
Purchase Intention of the brand Pepsi. 
H2.4; There is a significant and positive relationship between Sincerity and Purchase 
Intention of the brand Pepsi. 
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EXCITE-MEAT 
112.5,x: There is no significant and positive relationship between Excitement and 
Purchase Intention of the brand Vanhuescn 
H2.5: There is a significant and positive relationship between Excitement and 
Purchase intention of the brand Vanhuesen. 
H2.6(j: There is no significant and positive relationship between Excitement and 
Purchase Intention o/the brand Rai monds 
H2.6: There is a significant and positive relationship between Excitement and 
Purchase Intention oft/ic brand Ravnzonds 
H2.70. There is no significant and positive relationship between Excitement and 
Purchase Intention of the brand Coca Cola 
H2. i; There is a significant and positive relationship bet teen Excitement and 
Purchase Intention of the brand Coca Cola 
112.8,,. 77rere is no significant and positive relationship between Excitement and 
Purchase Intention of the brand Pepsi. 
112.8: There is a significant and positive relationship bet iteen Ll citernent and 
Purchase Intention of the brand Pepsi. 
CO.IIPETE.%'CE 
112. 9:  There is no significant and positive relationship between Competence and 
Purchase Intention of the brand I -anhuc,scn 
112.9y_: There is a significant and positive relationship between Competence and 
Purchase Intention of the brand Vanhuesen 
112.1011: 1 here is no significant and positive relationship between Competence and 
Purchase Intention of the brand Rai monds 
112.10. There is a significant and positive relationship between Competence and 
Purchase Intention o/' the brand Ratiinonds 
112.11,,_ There is no significant and positive relationship between Competence and 
Purchase Intention o/ tlrc,  hrancl ("oca('ola 
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H2.11: There is a significant and positive relationship between Competence and 
Purchase Intention of the brand CocaCola 
112.12o: There is no significant and positive relationship between Competence and 
Purchase Intention of the brand Pepsi. 
H2.12. There is a significant and positive relationship between Competence and 
Purchase Intention of the brand Pepsi. 
SOPHISTICA TIOA' 
112.13u: There is no significant and positive relationship between Sophistication and 
Purchase Intention: of the brand Vanharesen 
H2.13: There is a significant and positive relationship between Sophistication and 
Purchase Intention of the brand Vanhuesen 
H2.140: There is no significant and positive relationship between Sophistication and 
Purchase' Intention of the brand Ray,nonds 
H2. 1J ; There is a significant and positive relationship between Sophistication and 
Purchase Intention of the brand Raynionds 
112.150: There is no significant and positive relationship between Sophistication and 
Purchase Intention of the brand Coca Cola 
112.15; There is a significant and positive relationship between Sophistication and 
Purchase Intention of the brand Coca Cola 
112.160: There is no significant and positive relationship between Sophistication and 
Purchase Intention of the brand Pepsi. 
H2.16: There is a significant and positive relationship hetii•een Sophistication and 
Purchase Intention of the brand Pepsi. 
R 11 GGED.\'ESS 
112.17 .. There is no significant and positive relationship between Ruggedness and 
Purchase Intention of the brand !'anh!lesen 
112.17, There is a significant and positive relationship betlt'e 'n Rziggedne.cs and 
Purchase Intention of the brand Vanihm'sen 
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H2.18a, There is no significant and Positive relationship between Ruggedness and 
Purchase Intention of the brand Raynronds 
H2.18; There is a signijicanf and positive relationship between Ruggedness and 
Purchase Intention of/he brand Raynronds 
112.19n , There is no significant and positive relationship between Ruggedness and 
Purchase Intention of the brand C_ocaC oia 
H2.19, There is a significant and positive relationship between Ruggedness and 
Purchase Intention ofthe brand CocaCola 
H2.209, There is no significant and positive relationship between Ruggedness and 
Purchase Intention of the brand Pepsi. 
H2.20.- There is a significant and positive relationship between Ruggedness and 
Purchase Intention of the hi and Pepsi. 
H3u: There is no difference between the purchase intention of high congruency group and 
low congruency group. 
113: There is a difference between the purchase intention of high congruency group and low 
congruency group. 
H3.1n; There is no dif/erence bctteen the high congruency groups and low 
congruency groups for the brand Vanher,sen. 
113.1: There is a difference between the high congruency groups and taw congruency 
groups for the brand Vanheusen. 
H3.2,,: There is no difference between the high congruency groups and Ion 
congruency groups for the brand Rasnronds. 
H3.2: There is a difference between the high congruency groups and loci congruency 
groups Jar the brand Raymonds. 
H3.3a: There is no difference between the high congruency groups and Low 
con gruen cr groups Jot- the brand CocaCola. 
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H3.3; There is a difference between the high congruency groups and low congruency 
groups for the brand CocaCola. 
H3.4w There is no difference between the high congruency groups and low 
congruency groups for the brand Pepsi. 
H3.4: There is a difference between the high congruency groups and low congruency 
groups for the brand Pepsi. 
H4u: High congruency group does not lead to high purchase intention. 
114: High congruency group leads to high purchase intention 
H4.1Q, High Congruency group does not lead to high purchase intention for the brand 
Vanheusen. 
H4. 1: High Congruency group leads to high purchase intention for the brand 
Vanheusen. 
H4.20 High Congruency does not lead to high purchase Intention for the brand 
Rayrnonds. 
114.2: High Congruency leads to high purchase intention jor the brand Raymmtds 
H4,3a, High Congruency does not lead to high purchase intention for the brand 
CocaCola. 
114.3: High Congruency leads to high purchase intention for the brand CocaCola. 
114.4~. High Congruency does not lead to high purchase intention for the brand Pepsi. 
H4.4: High Congruency leads to high purchase intention, for the brand Pepsi. 
3.4 Summary 
In marketing world, it is important to understand the difference between the functional and 
symbolic value with regard to the different needs they satisfy. Functional utility satisfies 
immediate and practical needs of the consumer whereas symbolic utility satisfies emotional 
needs such as those for self-expression, individuality and uniqueness. Advertisements are 
often used to provide consumers with decision rules and evaluative criteria to consider while 
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making a purchase decisions. hnage congruence (between brand image and self-image) will 
have greater effects on product evaluations of consumers who view an advertisement that 
encourages them to think about their self-concept, compared to consumers who view an 
advertisement that encourages them to think about only the product's functional 
characteristics (physical product quality)_ 
If so. marketers who use advertising to create images for their brands may benefit by 
including language in those advertisements that encourage consumers to think about their 
own self-image and how, their self image is consistent with the image of the advertised brand. 
Activating consU]ners se!t conecpt may Icad to stronger effects of image congruence 
(between brand image and self-image) on consumers' purchase intention. However, 
activating consumers' self-concept in situations where the likely fit between self-image and 
brand image is relatively weak when the brand image is inconsistent with the consumer's 
self-image) should lead to less ravourable attitudes towards consumers' purchase intention. 
This research examines the persuasive effect of promotional messages that activates 
knowledge about self-image on the buying behaviour of the consumer. Consumers who 
exhibit a high degree of congruence between their seif-image and the brand's image should 
be persuaded more by adeertisements that activate self-concept, whereas consumers who 
exhibit a low degree of congruence between their self-itnage and the brand's image should be 
persuaded more by advertisements that focus primarily on functional product quality and also 
their corresponding behaviour towards the purchase intention also differ. 
The hypothesis is broad based to test all the aspects of brand building and also is specific to 
brand personality dimensions. Next chapter will focus on the research methodology which 
has been followed to test the hypotheses_ 
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CHAPTER 4 
RESEARCH M1EHTODOLOGY 
4.1 Introduction 
This chapter describes in detail the research methodology used to carry out this study as a 
systematic and scientific investigation. It includes the explanation on every component 
related to research design and to carry out research effectively. An extensive literature review 
was carried out to conceptualize the basic research framework and subsequently formulate 
hypotheses for empirical testing. This chapter provides a comprehensive discussion on the 
research questions, objectives. scope. research framework, hypotheses, sampling plan, 
questionnaire deign. questionnaire administration and quantitative analytical techniques to be 
used for the purpose of the study. 
The cross-sectional study is the most frequently used descriptive design in market research. 
In this research, we have used single cross-sectional design where one sample of a respondent 
is drawn from the target population and information is obtained from this sample only once. 
This design is also called sample survey research design. 
The overall objective of this research study was to establish the relationship between the 
Brand Personality Congruity (BPC) and the pre-purchase consumer evaluations of purchase 
intention. A descriptive research design was chosen in order to test the strength of the 
determinants of user imagery associations and the influence of the latter on purchase 
intention of the consumer through self-congruity. The survey instrument (a structured 
questionnaire) was administered directly to a target sample of respondents. The four brands 
from two diverse product categories i.e. Apparel and Beverages were chosen for the study - 
Van-Heusen, Raymond's. Coca-Cola and Pepsi. The participants were required to complete 
the questionnaire covering the various constructs related to all of the four brands. 
The central problem of the study is whether or not a match between the brand and customer 
personalities creates a congruency. And does the advertisements play crucial role in building 
the brand personality congruency, which further leads to high Purchase Intention. 
In the t011owing section the research prublcm has been stated along with the formulation of 
research objectives, scope of the study, research design, sample design, methods of data 
collection and accompanying problems are stated. 
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4.2 Research Questions 
The review of extant literature has brought up some crucial and relevant issues which not 
only lay down the foundation of this research but also raise various research questions for the 
present study to be answered. This research study broadly aims at addressing the following 
research questions related to brand management in the Indian market context: 
1. Whether the Brand Personality Consumer Congruency leads to favourable consumer's 
Purchase Intention for the brand? 
2. Which dimension(s) is/ are more important in leading to Brand personality 
congruency of brands with consumer's actual self and analyzing the inter-brand 
variations in brand personality and congruency effects among the chosen Brands? 
3. What are dynamics of interaction between Brand Personality Consumer Congruency, 
and their Purchase Intentions? 
4. What are the implications of interrelationship between brand personality consumer 
congruency and their purchase intentions on the variables of marketing 
communication for devising effective advertising strategies? 
To answer these research questions an elaborated research design was developed adopting a 
quantitative research techniques. Further, these research questions were translated and 
expressed into specific research objectives in order to design a primary study. 
4.3 Research Objectives 
The focus of this research is to understand the role of self-concept' brand personality aspects 
on consumer buying behaviour and to probe how this brand personality consumer congruity 
influences the purchase intention of the consumer in the Indian apparel and beverage market. 
The focus of this study may further be elaborated as following: 
1. To analyse the personality (actual self) of consumers of select product 
categories in Indian market. 
m 
2. To measure and analyse the perceived brand personality of the brands selected 
for the study. 
3. To treasure the brand personatity consumer congruity of chosen brands and to 
analyse the interrelationships (congruity effect) anong the brand personality 
and the self concept of consumers. 
4. To examine the brand personality congruity effect on consumer's purchase 
intention. 
4.4 Research Design 
The Research Design is a framework or blueprint for conducting the research work. It details 
the procedures necessary for obtaining the information needed to structure or solve marketing 
problem. It involves vcrious stages. 
Figure 4.l Stages in Selection of Sample 
Define the target population 
Select a sampling frame 
Determine if probability or non probability sampling method will be 
chosen 
Plan procedures for selecting sampling unit 
Determine the sample size 
Select actual sampling unit 
Conduct fieldwork 
The research design is the arrangement of conditions for collection and analysis of data in a 
manner that aims to combine relevance to the research purpose with economy in procedure. 
As such the design includes an outline of what the researcher will do from writing the 
hypothesis and its operational implications to the final analysis of data. 
Different research design can be described broadly in following categories: 
1. Exploratory research 
2. Descriptive research 
3. Causal research 
The difference between research designs in respect of the above two types of research studies 
can be conveniently summarised in tabular form as under: 
Table 4.1: Exploratory Vs Descriptive Research 
Research Design Exploratory Descriptive research Causal 
research 
Objective Discovery of ideas 	Describe market Determine cause and 
and insights i	characteristics or functions effect relationships. 
Characteristics Flexible, Versatile, Marked by the prior Manipulation of one or 
Often the front end formulation of specific more independent 
of total research hypothesis. variables. 
design. 
Preplanned and structured Control of other 
design. mediating variables. 
Methods Expert surveys i Secondary data (quantitative) Experiments. 
Pilot surveys Surveys 
Case studies Panels 
Secondary data Observational and other data. 
(qualitative) 
Qualitative Research 
The objective of descriptive research is to provide a description of various phenomenons 
connected to individuals, situations or events that occur. The purpose might he to develop 
empirical generalization. Once, such generalizations begins to appear, then they are worth 
explaining, which might lead to theory development (Reynold, 1971). Moreover, descriptive 
research is often used when a problem is well structured and there is no intention to 
investigate cause effect relationship (Yin. 2003). 
The objective of explanatory research is to analyze cause-effect relationship, explaining, 
because explanatory study is to develop a theory that could be used to explain the empirical 
generalization that was developed in the descriptive stage. This provides a cycle of theory 
construction, theory testing and theory reformulations, this research is descriptive research 
which objective is that to get the accurate answers from the respondents (Robinson, 2002). 
Combination of items from the frame of statistical explanation which quantities the risk and 
thus enables an appropriate sample size to be chosen, descriptive studies require a clear 
specification of who, what, when, where, why, and how of the research. (Gilbert, C}mrehll, 
Jacobucci, 2005). 
Figure 4.2: Major Types of Descriptive Studies 
Sales Studies 
Market Potential 
Market Share 
Share Analysi  
Descriptive 
Studies 
Consumer 
Perception & 
Behaviour Studies 
Image 
Product U sage 
Advertising 
Pricing 
Market 
Characteristic 
Srudies 
Distribution 
Competitive 
Analysis 
4.4.1 Research Approach 
The Research can be divided into two categories: 
1. Deductive or inductive research 
2. Qualitative and quantitative research of the study. 
The qualitative and quantitative methods refer to the way one chooses to treat and analyze the 
selected data. Selectivity and distance to the object of research characterize a quantitative 
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approach, whereas a qualitative approach is characterized by nearness to the object of 
research. Both approaches have their strengths and weaknesses and neither one of the 
approaches can be held better than the other one. The best research method to use for a study 
depends on the study's research purpose and the accompanying research questions (Yin, 
2003). There is one significant difference between these two approaches. In the quantitative 
approach results are based on numbers and statistics that are presented in figures in the 
qualitative approach. the focus lies on describing the subject with the use of words, which 
approach to choose depends on the problem definition together with what kind of information 
is needed. The two approaches are used as per their suitability and also be used in 
combination tHolme & Solvang, 1997). 
As our aim was to determine the properties of product characteristics in terms of brand 
personality and to make specific predictions, we adopted descriptive research approach. 
4.4.2 Sample Unit and Sample Area 
An 'individual respondents' was considered as a sampling unit and the non probabilistic 
convenience sampling method was adopted to select the sample items. The respondents 
represented different age groups, educational levels and income groups. They were selected 
from the some urban parts of Northern India. A structured closed-ended questionnaire 
designed specifically for the study and was personally administered by the researcher in the 
shopping malls of' National Capital Region comprising of New Delhi. and surrounding 
cities like Noida, Greater Noida, Gurgaon. Faridabad, and Ghaziabad. The data was 
collected through field survey with the help of non -- disguised, pre — structures 
questionnaire. The purpose of the study was briefed to all the respondents in order to elicit 
precise responses from them and minimising the errors involved in primary data collection. 
A total of 460 respondents participated in the study. After removing the questionnaires that 
have less than 50 per cent of the questions answered, 423 valid questionnaires remain for 
further analyses. 
4.4.3 Research Method & Technique 
The research technique adopted in this study was Survey method in which the information is 
gathered from a sample of people by the use of questionnaire or interviews. It's a method of 
data collection based on communication with a representative sample of individuals. A 
survey questionnaire is "an instrument specifically designed to elicit information that will be 
useful for analysis". A self-administered questionnaire was the most appropriate method for 
multiple reasons. They are often quick and cheap to administer (Babbie 2007) 
Because the nature of the study being conducted required a very large number of opinions in 
order to determine conclusions, it lent itself to the need for a survey questionnaire format. 
AAlso, a multitude of previous studies about brand tamiliarit and brand personality had 
utilized survey methods. Furthermore, the purpose of the study was to relate the level of 
familiarity placed on various brands to the le% el of personality consensus regarding those 
brands based on survey-takers' opinions. Therefore, a self-administered survey questionnaire 
was the most appropriate method for conducting the research. 
4.4.4 Sampling Process 
Sampling is any procedure using a small number of items or parts of the whole population to 
make conclusions regarding the whole population. 
Since the subjects of' this study will be the specific segment of the population rather than a 
general cross-section of the population, non-probability sampling procedure will be applied. 
employing Convenience Sampling so as to obtain responses from customers who buy the 
branded products which makes t;lcir self personahty. 
In this study non-probability sampling technique is used in which units of the sample are 
selected on the basis of personal convenience. 
4.4.5 Respondent Selection 
Our aim was to find respondents among actual buyers of the products. One reason for doing 
this was to make sure that our respondents were aware of the brands investigated. Hence, a 
certain degree of familiarity was required among the interviewees .Consequently, without 
brand awareness, our acquired findings could not have been analyzed properly. Furthermore, 
the products investigated are found in a high price segment and as theory states, relatively 
high-priced products have need of strong brand awareness. Since our consumers interviewed 
obviously were aware of the existence of the brands studied. As our aim was to conduct this 
study among actual buyers, some retail stores were contacted in advance in order to help us 
access and get in touch with customers. 
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4.4.6 Selection of Brands for the Study 
The four brands chosen for this study belong to two diverse categories of products i.e. Van-
Heusen & Raymond's in Apparel category and Coca-Cola & Pepsi in Beverage (soft-drink) 
category. Four brands were selected to cover all the different sources of personality 
associations identified in the Aaker's brand personality measurement scale to measure their 
strength. Based on the classification of Aakcr (1997), four brands with symbolic benefits 
were selected. 
Figure 4.3: Category of Brands 
Apparel Brand 	 Beverage Brand 
an Heusen 	 Raymond s 	 CocaCola 	 Pepsi 
Since the focus of the study was on brand personality, we included brands that were dominant 
in the market, well known to the consumers, and that had a distinct image in the market. \Ve 
did not include brands that intuitively appeared to be obscure or bland in terms of personality. 
Since perceptions may vary by product and by brand, we chose to include close competitors 
in order to compare the differences in personality. With these factors in consideration, one 
pair of brands from the apparel sector and another pair of brands from the beverage category 
were selected for study. Specifically, Van Hcusen and Raymond's represented the apparel 
segment, and Coca-Cola & Pepsi represented the beverage segment. 
The brands were selected for the study on the basis of following criteria: 
1. All products must be consumed by the population being sampled. 
2. Thee must be readily available in a wide variety of outlets. 
i. Brands within a product category must be similar in form, size, shape, composition. 
and price. 
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4. Product consumption should be fairly rapid to develop a frequent purchase pattern. 
5. An indication of advertising appeals that develop brand preferences based on 
social-psychological concepts should be present. 
4.4.7 Profile of Brands 
l'an fleusen 
\'an Heusen is a high-end clothing brand. Individuals are likely to perceive mostly symbolic 
benefits in this brand. Besides featuring non-celebrity users on its website and in print 
advertisements, the brand also relies on celebrity endorsers in both print advertisements and 
commercials (e.g. Beyoncc Knowles, Thicrry Henry). It is an American apparel company, 
and the world's largest shirt company. It owns brands such as Tommy Hilfiger, Calvin Klein, 
%'an Heusen, Arrow, G. H. Bass and licenses brands such as Geoffrey Beene, BCBG Max 
Azria, Chaps, Sean John, Kenneth Cole New York, JOE Joseph Abboud and MICHAEL 
Michael Kors. Van Heusen is a premium lifestyle brand for men, women and youth. The 
brand embodies fashion for the corporate and reflects the current expression of elegance in 
today's context. Van Heusen believes that the design drivers for the brand are fashion and 
sophistication. The brand covers all aspects of an individual's clothing needs, be it corporate 
wear, casual wear, party wear or ceremonial wear, making it a complete lifestyle brand in the 
truest sense. The core audience is professionals and corporate executives - men and women 
who are successful, focused, articulate, well-travelled, confident and have a sense of style 
about them. They pursue success just as they do their other interests and passions, learning 
and exploring everything that comes their way. 
Ratv,wnd's 
It is one of India's largest branded fabric and fashion retailers. It is one of the leading, 
integrated producers of worsted suiting fabric in the world, with a capacity of producing 31 
million meters of wool & wool-blended fabrics. For over 80 years, Raymond is counted as 
one of the world's premier manufacturers of worsted suiting fabric in tine grade wool, in the 
same league as the finest that Europe has to offer. A 100% subsidiary of Raymond Limited, 
Raymond Apparel Ltd. (RAL) ranks amongst India's largest and most respected apparel 
companies. The company produces nearly 20.000 designs and colours of suiting fabric that 
have found their way in over 55 countries including: the European Union, USA, Canada, 
Japan and Australia among others. The brand still caters to the dittcrent fiaccs of 'The 
Complete Man'-a elan who is caring, sensitive and places a huge pI"ch11ulll on relationships. 
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Coca-Cola 
The Coca-Cola Company is the world's largest beverage company, refreshing consumers 
with more than 500 sparkling and still brands. Globally, it is the No. I provider of sparkling 
beverages, juices and juice drinks and ready-to-drink teas and coffees. Through the world's 
largest beverage distribution system, consumers in more than 200 countries enjoy the 
Company's beverages at a rate of 1.7 billion servings a day. With an enduring commitment to 
building sustainable communities, our Company is focused on initiatives that reduce our 
environmental footprint, support active, healthy living, create a safe, inclusive work 
environment for our associates, and enhance the economic development of the communities 
where we operate. When Coca-Cola made its debut in late 1886 - possessing "the valuable 
tonic and nerve stimulant properties of the coca plant and cola nuts," Pemberton (the 
pharmacist who concocted Coca-Cola) advertised it not only as a "delicious, exhilarating, 
refreshing and invigorating" beverage but also as the ideal "temperance drink." Coca - Cola is 
aware of what is relevant in the lives of its consumers such as sport, entertainment and family. 
Life experiences are created around these interests. Coca - Cola has been part of these 
experiences for many people till today. 
Pepsi 
It is a carbonated soft drink that is produced and manufactured by PepsiCo. Created and 
developed in 1898 and introduced as "Brad's Drink", it was later renamed as Pepsi-Cola on 
June 16, 1903, then to Pepsi in 1961. Pepsi is the world's most famous #2 multi-billion dollar 
brand. The war between Pepsi and its arch-rival Coke has been raging for years, and the 
battle of the colas has been extended into other product areas as well. Parent PepsiCo is 
currently top dog outside the cola market, with a portfolio of soft drinks that generally 
outsells or outmanoeuvres its rivals from The Coca-Cola Company, in addition to its world-
beating snacks business. Meanwhile Pepsi itself seems destined to stay in second place. In all 
other respects this is still a global giant, with worldwide sales of close to S 3Obn. But second-
place is still second-place, and like that other brand that made a virtue out of being the 
underdog, car rental company Avis, it means Pepsi tries harder. 
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4,5 Development of Questionnaire 
In order to measure the identified variables, a number of constructs were used in the present 
study. Some of them were adopted. while the rest were developed by the researcher. Scaling 
is generation of continuum on which measured objects are located by assigning the numbers 
to characteristic of objects in pre-spceilied rules (Malhotra, 2006), The items used in the 
survey are measured using scales like 5 point Liken type scale. In developing these scales, 
effort was made to ensure that scale references are kept to minimum to avoid respondents' 
confusion. Liken scale is used to formulate the questions in statement forms with five 
intervals of measurement starting from Very Unfamiliar to Very Familiar, Strongly Agree to 
Strongly Disagree and Extremely Descriptive to Not at all Descriptive. A deliberate effort 
was made to avoid generalized, biased and misleading questions in order to ensure the 
purpose of research. Open ended questions were not used due to the difficulty in analyzing 
such responses. Formatting of questionnaire is done in a way so that it can be appealing and 
inducing to the respondents for giving responses. Simple and precise statements were 
designed keeping in mind the responses being sought by the researcher. Special care was 
taken to commensurate the language and wording of statements with respondent's possible 
thought processing and also to create and sustain interest of the respondents during the 
process of data collection. The various constructs used in the present study are as follows: 
4.5.1 Purchase Intention 
This variable was used to measure the Purchase Intention of the customer for a particular 
brand. Following measurable constructs were used to measure the purchase intention of the 
four brands on 5 point liken scale. The constructs are: 
t. I'll search for information for this brand 
2. In case of non-availability, 1 would actively seek out infonnation for this brand at 
other places (like Dealers, Interact etc.) 
3. I'll visit the store of this brand 
4. 1 usually go for this brand as my fitst choice 
5. I'll recommend this brand to others 
6. I intend to continue buying this brand in future 
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4.5.2 Brand Personality Scale 
To measure the congruency effect between the brand personality and consumer personality 
the Aaker's brand personality framework was adopted. The Aaker's brand personality 
framework consisted of 42 personality dimensions on which the personality of the consumer 
as well as brand is to be measured. These are: 
Figure 4.4: Aaker's Brand Personality Scale 
Brand 
Prrsonalit's 
Sincerity 	I 	I 	Excitement 	I 	I Competence I 	I Sophistication I 	I Ruggedness 
Down-to-earth Daring 
Reliab le 
family oriented Trend%- 
llard's' orkiur 
Conser.ative Exciting 
Secure 
Honest Spirited t'pprr class Outdoors 
Sincere Cuul 
Intelligent 
Glamorous 1dsentures 
Ilea! 1'uung 
Technical 
(Toad-luul:ing Masculine 
~~~holesome Imaginative 
Corporate 
Charming Western 
Original Unique 
Successful 
Feminine Tough  
Cheerful Up-to-date Leader  Smooth Raged 
confident Sentimental Independent 
Friendly Contemporary 
The personality of the consumer was measured and the brands were also measured on the 
same by considering them to be living individual and possessing human characteristics. The 
scale measured from I Not at all Descriptive to 5=Extremely Descriptive. 
4.5.3 Rationale behind using multi item scale 
The study uses multi-item measures for the overall evaluation of brand extension and for 
explicative factors. Multi-item scales are generally used to represent complex psychological 
constructs that arc difficult to be summarized in a single question: for example stress levels, 
personality, loyalty, attitudes and satisfaction etc. The rationale behind the use of multi-items 
92 
rating scales rather than single scales is that by having several items that measure the same 
construct, the problem of having a single representation variable is solved (Aaker, 1998). For 
example, if a respondent misunderstands one part of the question, it will affect parts of the 
measure rather than all of the measure (Bearden and Neterneyer, 1999). 
4.6 Measurement and Sealing Procedure 
The study instrument is a "structured questionnaire" comprising of brand personality 
dimensions of Jenniler Aakcr. All these are scale variables which comprises 42-items. 
Whereas non-scale variable (demographic section) captured type of respondents as of their 
gender, age, current marital status, total annual household income, education and occupation. 
The scale selected for the measurement was "Summated Scale (or Likert-type scale)", which 
is developed by utilizing the item analysis approach wherein a particular item is evaluated on 
the basis of how well it discriminates between those persons whose total score is high and 
those whose score is low. Those items or statements that best meet this sort of discrimination 
test are included in the final instrument. 
It was generally a 5- point scale ranging from (i) strongly Disagree, (ii) Disagree, (iii) Neutral, 
(iv) Agree. (v) Strongly Agree. and, (i) Not at all descriptive, (ii) Somewhat descriptive, (iii) 
descriptive, (iv) Very descriptive, (v) Extremely descriptive. Likert-type sealc is considered 
more reliable because under it respondents could answer each statement included in the 
instrument. 
4.6.1 Confirmatory Factor Analysis 
CFA is a special form of factor analysis, most commonly used in social research. It is used to 
test whether measures of a construct are consistent with the researchers understanding of the 
nature of that construct (or [actor). As such, the objective of CPA is to test whether the data 
fit a hypothesized measurement model. This hypothesized model is based on the theory 
and/or previous analytic research. 
Technically through CFA, the researcher wants to minimize the difference between the 
estimate and observed matrices (Long, 1983; Hu & Bentler, 1995; Baron and Kendy, 1986; 
Byrne, 1989, 2010; Hair et at., 2010). 
In this study, CFA measurement model of Brand personality scale was run using Analysis of 
Moment Structure (AMOS) 18 version to test the measurement model (Jones, 2005) on the 
variable of purchase intention. However, CFA was approved to access the uni-dimensionality 
was adopted because of the existence of single construct underlying a set of measures and as 
a set of items forming an instrument. 
4.6.2 Validity and Reliability of the instrument 
Bin assessing the degree of measurement error present in any measure, the research must 
address two important characteristics of a measure validity and reliability (Hair et al, 2010 
and Byrne (1989, 2010)). The goal here is to reduce measurement error. It is a type of scale 
evaluation which is diagrammatically presented below. 
Figure 4.5: Validity and Reliability of instrument 
Scale 
Evaluation 
	
Reliability 	 Validity 
Test/ 	 Alternaativ 	Internal 
Retest e Form Consisitenc 	Content 	 Criterion 	Construct 
(Source: Valhott -a c Bir/s, 2007) 
4.6.2.1 T/teorti': 
Reliability: 
Reliability is the degree of consistency of an instrument. In other words, a reliable instrument 
is that which gives identical score at all times (Kerlinger. F. N., 2000). Creswell, JW., (2008) 
divides reliability into five types, namely: 
(1) Test-retest reliability: It decribes, how far a score of one sample is stable at different 
testing times. 
(ii) Alternate forms reliability: It involves the use of the same instrument to measure the 
linkage concept or variable in a group of individuals. (iii) Alternate forms and test-retest 
reliability: It is a sort of reliability that takes into account the level of rate stability over time 
and the equality of items. 
(iv) interrater reliability: It is a procedure, that is used when making behavioral 
observations. It involves observations made by individuals against the behavior of an 
individual or several individuals. 
(v) Internally consistent reliability: It deals the scores indicating internal reliability of all 
items on an instrument. 
In the intervening time, Gay, LR, Mills, GE, and Airasian, P. (2006) have put forwarded a 
sixth type, Split- Half reliability. This deals the size of the internal consistency test; involve a 
division into two parts. 
Validity: 
Validity is the measure of the accuracy of an instrument used in a study (Linn, R.L, 2000; 
Stewart, C.D., 2009). As with the reliability, validity also consists of several types, namely 
(i) Content validity: It is estimated by testing the validity of the content of the instrument by 
rational analysis or through professional judgment. 
(ii) Criteria Validity: It requires the availability of external criteria that can be used as the 
basis of test score instrument. 
(iii) Construct Validity: It is the validity of theoretical involving building variables to he 
measured. An instrument is said to have construct validity if the items are arranged in a 
matter of instruments to measure every aspect of thinking of a variable to he measured by 
these instruments. Construct validity testing of the instrument is rarely carried out among 
students, but is often done is to test the validity of the criteria. 
Hence validity and reliability are two fundamental elements in the evaluation of a 
measurement instrument. Validity is concerned with the extent to which an instrument 
measures what it is intended to measure. Reliability is concerned with the ability of an 
insnument to measure consistently. It should be noted that the reliability of an instrument is 
closely associated with its validity. An instrument cannot be valid unless it is reliable. 
4.6.2.2 Application of CFA to test Validity and reliability of the instrument 
Different trials were conducted in the construct salidity using CFA (Confinnalory Factor 
Analysis). In constructs validity, four sizes have been used, i.e. Convergent Validity, 
Variance Fxtracted, Construct Reliability, and Discriminant Vandlly (Arbuckle, J.L., 2010; 
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Dimitrov, D.M., 2003; Ferdinand, A., 2002; Ghozali, 1., 2004; Hair, et al., 1998; Hisyam, 
2010; Hwang, W.Y., 2004; ldris, R., 2010; Lawson, A.B, 2010). Convergent Validity 
intended to see how big indicator Converge or shares in a single construct. An indicator is 
said to converge if it has a factor loading value is high and significant. In addition, it has a 
standardized factor loading estimate greater than 0.5. 
The construct validity is determined by the average value AVE (Average Variance Extracted). 
AVE is a measure used to assess convergent and discriminant validity, which is defined as 
the variance in the indicators or observed variables that is explained by the latent construct. 
AVE proposed by Fornell and Larcker (1981) is the factor-based method for exhibiting 
discriminant validity of a scale and can be calculated using the following formula: 
AVE = 
Sum of squared standardised loadings 
Sum of squared standardised loadings + Sunt of measurement error variances 
-11 E> 0.5 (Hair. c& Black, 2010) 
According to Dillon and Goldstein (1984) and Bagozzi (1991), an AVE greater than .50 
indicates the convergent validity of the scale items. The AVE of all perceived fit 
measurements exceeded .50. 
Composite Reliability (CR) is intended to determine the consistency of construct validity 
indicator. Composite reliability is defined as the total amount of true score variance in 
relation to the total score variance. Thus composite reliability corresponds to the conventional 
notion of reliability in classical t. st theory. 
The formula for calculating the Composite Reliability is as follows: 
Square of summed standardised loadings 
CR = Square of summed standardised loadings + Sum of measurement error variances 
CR > 0.7 (Hair, & Black, 2010) 
Discriminant Validity test shows how much variance is in the indicators that are able to 
explain variance in the construct. Discriminant Validity (DV) value obtained from the root of 
AVE value as: 
DV — vAVE 
4.6.2.3 Importance ofConrposite Reliability (C. R.) over Cronbach alpha (a) 
Cronbach's coefficient alpha is the most widely used estimator of the reliability of tests and 
scales. However, it has been criticized on few grounds. Cronbach alpha has 3 core 
assumptions: 
I. Classical test theory assumption which indicates each items' observed score is the 
result of adding the items' time score and en-or. 
2. Alpha assumes Tau equivalency which indicates that all items carry equal loadings 
and all items have the same amount of variance. 
3. Alpha assumes uncorrelated error scores. 
All three of these assumptions are likely to be violated to some degree in practice and 
therefore, the accuracy of coefficient of alpha as an estimate of reliability is problematic 
(Yang & Green, 2011). The most commonly occurring flaw with alpha is that mast social 
science survey instruments do not fulilil the second assumption. There are three likely 
reasons for violation of the second assumption. First, more than one latent factor contributes 
to the observed score of an item (or items) and second; items often do not have equivalent 
loadings to a single latent factor; and third, items do not have the same variance. In essence, 
alpha considers all items interchangeable with respect to how they measure a single latent 
factor. Violation of any of these assumptions leads to a biased estimate of reliability (Shevlin, 
Miles, Davies, & Walker, 2000). 
Some researchers have pointed out the limitations of alpha and recognizedmure appropriate 
statistics for estimating reliability (Zinbarg, Revellc, Yovel, & Li, 2005; Sijtsma, 2009; Yang 
& Green, 2011; Cheng, Yuan, & Liu, 2012), including Cronbach toward the end of his life 
(Cronbach, & Shavelson, 2004). 
For these reasons it is recommended that researchers adopt the more contemporary estimates 
of reliability, as Composite Reliability. These estimates take account of the individual 
contribution of each latent factor to each item and each item's error: they are based on 
proportions of variance. They provide a much less biased estimate of reliability than alpha. 
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4.6.3 Assessment Measurement Model Fit 
The validity of the measuremcnt model depends on the goodness-of-fit results, reliability and 
evidence of construct validity. Goodness-of-ft means how well the specified model 
reproduces the covariance matrix among the indicator items. The closer the values of the two 
matrices are to each other, the better the model is said to fit. As shown in following figure, 
the various measures designed to assess fit consist of absolute fit, incremental fit and 
parsimony fit indices. These indices directly measure how well the specified model 
reproduces the observed or sample data. 
Figure 4.6: Model Fit Measures 
Absolute Fit 
Indices 
Pit Measure, 
Incremental Fit 
Indices 
Parsimony Fit 
Indices 
Goodness of Fit 
GFI 
AGFI 
Badness of Fit 
RMSR 
SRh1It 
RMSLA 
Goodness of Fit 
NFL 
NNFI 
CFI 
TLI 
RNI 
Goodness ofFit 
PGFT 
PNFI 
In reference to model lit, researchers use numerous goodness-of-fit indicators to assess a 
model.! Some common fit indexes are the Normed Fit Index (NFl), Non-Nonmed Fit Index 
(NNFI. also known as TLI), Incremental Fit Index (IFI), Comparative Fit Index (CFI), and 
root mean square error of approximation (RMSEA; see Table). The popularity of fit-index 
research can be seen by the number of indexes that exist. It is suggested that editors, 
reviewers, and consumers peruse research studies for an understanding of which indexes 
appear to work well with different samples sizes, types of data, and ranges of acceptable 
scores to decide whether a good fit exists (Hu & Bentler, 1099;  Mac-Callum, Browne. & 
Sugawara, 1996; Yu, 2002). In general, the authors prefer the TLI, CFI, and RMSEA for one-
time analyses. When modifications are made to the model after an initial analysis or multiple 
models are tested, one should use different indexes. 
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Table 4.2: Cutoff Criteria for Several Fit Indexes 
Indexes Shorthand 	General rule for acceptable fit if data are continuous 	Categorical 
data 
Absolute/predictive fit 
Chi-square ?2 Ratio of?2 to df= 2 or 3, useful for nested models/model 
trimming 
Akaike 	information AIC 	Smaller the better: _good for model contpari<on (nonnested). 
criterion not it single model 
BCC 	Smaller the better: good for model comparison, not a single Browne-Cudeck 
criterion 	 i model 
Bayes 	information 	13IC 	Smaller the better: good for model comparison (nonnested), 
criterion i not a single model 
Consistent AIC 	('AIC 	Smaller the better: good for model comparison (nonnested). 
not a single model 
Expected 	cross- 	ECVI 	Smatter the better good for model comparison (nonnested),  
validation index 	 not a single model 
Comparative fit Comparison to a baseline (independence) or other model 
Normed fit index 	NFl 	=.95 for acceptance 
Incremental fit index 	IF! = .95 for acceptance 
Tucker-Lewis index TLI = .95 can be 0 > TLI > I for acceptance 0.96 
Comparative 	fit CFI 	= .95 for acceptance 0.95 
index 
Relative RNI 	= .95, similar to ('FL but can be negative, therefore CFh 
noncentralitv 	fit better choice 
index 
Parsimonious fit 
Parsimonv-adjusted PNFI 	Very sensitive to model size 
NFI 
Parsimony-adjusted 
CFI 
PCFI Sensitive to model size 
Parsimony-adjusted 	PGFI 	Closer to I the better, though typically lower than other 
GFI 	 indexes and 
sensitive to model size 
Other 	
--- - ------- 
Goodness-of-tit 	GFL 	= .95 Not generally recommended 
index 
Adjusted GFI 	AGFI 	= .95 Performance poor in simulation studies 
Hoelter .05 index Critical N largest sample size for accepting that model is 
correct 
Hoelter .01 index Hoelter suggestion, A' = 200, better for satisfactory fit 
Root 	mean 	square R IR Smaller, the better: 0 indicates perfect tit 
residual 
Standardized RN-IR SRNIR  
Weighted root mean WRMMR < .90 	— < .90 
residual 
Root mean square RNISI:A < .06 to .OS with contidence interval < .06 
error of' 
approximation 
4.7 Data Analysis Techniques 
As discussed earlier, considering the number of model parameters, 423 sampled responses 
were tested to confine the reliability and validity of the scale purified in the previous stage. 
Several statistical methods were conducted fbr the data analysis. The SPSS statistical package 
AMOS was used to analyze the data. First, descriptive statistics was generated to evaluate the 
distribution of variables. Then, Pearson correlation and Confirmatory Factor Analysis were 
performed to test the proposed hypotheses. 
4.7.1 Independent sample t test 
The Independent-Samples T Test procedure compares means for two groups of cases. Ideally, 
for this test, the subjects should be randomly assigned to two groups, so that any difference in 
response is due to the treatment (or lack of treatment) and not to other factors. The 
independent sample t-test is used in situations in which there are two experimental conditions 
and different participants have been used in each condition (Andy Field, 2005). 
4.7.2 Measuring Brand Personality and Self-Congruency (BPC) Effect (Euclidean 
Distance Model) 
Modeling self-image/product-image congruity in relation to product preference and purchase 
intention has been, for the most part, void of theory. Models most predictive of consumer 
choice or most popular in the research literature have been "automatically" adopted by self-
concept researchers. The mathematical models of self-image and product-image congruity 
have been examined by a number of investigators in relation to consumer choice. 
There are a number of mathematical models of self-image/product-image congruity (Sir :y 
1982). Following Graeff (1996 & 1997) this study used the Euclidean-distance models. The 
mean difference between self-image and the brand image is calculated to identify the level of 
congruence for that type of self-image. Secondly, if there is a correlation between the level of 
congruence and `purchase intention', this will be evidence of image congruence influencing 
the consumer's Intention to purchase'. Because the difference scores calculated for each 
subject actually measure incongruence, and brand evaluations were measured on scales where 
larger values indicate more favorable evaluations, negative correlations between distance 
scores and brand evaluations indicate the hypothesized positive relationship between image 
congruence and brand evaluation. That is. the freater the congruence (the smaller the distance 
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between brand and self-image), the more favorable (larger, in terms of scale values) the brand 
evaluation. 
A general hypothesis of this research is that the degree of similarity (congruence) between 
brand image and self image will have greater effects on consumers' purchase intention. This 
is because the self-image ad encouraged consumers to consider their self-image as a criterion 
for evaluation of the brand. A generalized Euclidean distance model (as shown below) was 
used to calculate difference scores reflecting actual congruence (between brand image and 
self-image). 
D=j JJ 1(Pi — Si) -2 
\V here: 
D=overall difference score reflecting degree of congruence between brand and self-
image. 
i=a particular personality image dimension 
P;= perception of the product on image dimension i. 
S.= perception of self on inmage dimension i. 
With this approach. congruity varies by distance: the larger the d-score (distance) between 
brand and the respondent's personality, the less congruity, and the lower the d-score between 
the brand and the respondent's personality, the more congruity. 
4.7.3 Pearson Correlation 
Pearson correlation analysis is the Most popular technique to investigate the relationship of 
one variable to another (Zikmund. 2000). Pearson correlation coefficient, a measure of linear 
association, ranges from +1.0 indicating a perfect positive relationship to -1.0 implying a 
perfect negative relationship. The larger the correlation coefficient is, the stronger the 
relationship between the two variables is. 
4.8 Pre-Test 
A pre-test or pilot testing with 100 brand using customers of the selected brands was 
conducted. During the pre-test. consumers were asked it variety of questions targeted to 
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assess the face validity of the scale items and also to identify the potential issues pertaining to 
general quality of survey, clarity of instruction and meaningfulness of the items included in 
the questionnaire. Consumers were also asked to find out any item of questionnaire carrying 
ambiguity or posing confusion to them. Same population which is subject to final study was 
deliberately chosen for pilot testing. A pilot testing is done for achieving the following 
objectives i.e. accurate miniaturization of the planned study; explore the understanding of 
questions by respondents, ease of administration, glimpse of nature of information that would 
he obtained, production rate of interviews and any particular problem encountered. The pilot 
testing got rid of weakness embedded in the questionnaire and necessary changes were 
incorporated in the form of reformulation, change of words, language, space and appearance. 
Also the composite reliability and Average Variance Extracted was calculated to find the 
reliability and validity of the data. The result showed that the data was reliable as well as 
valid as the CR was found to be greater than 0.7 (CR>0.7) and AVE was (AVE>0.5). 
After making the revised questionnaire it was again presented to the pool of experts to get 
their final approval for data collection and to ensure the clarity of each item to respondents 
and found no problems with the respondents' interpretation or ability to respond to the 
questions. The final questionnaire is attached as Annexure. 
4.9 Summary 
This chapter explained the research methodology adopted by the researcher in this study. 
Objectives of the study have to be reached by testing the model developed and analysis of the 
data collected through questionnaire. Survey method was adopted to collect the data from the 
respondents who were aware of symbolic utility of the chosen brands for the study. The 
various statistical measures for testing reliability and validity have been reported and 
explained. 
The next chapter deals with the analysis and interpretation of data with testing of hypothesis 
and evaluation of measurement models. 
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CHAPTER 5 
DATA ANALYSIS AND INTERPRETATION 
5.1 Introduction 
This chapter presents the statistical analysis of data for the stud\ and reports the tindings. 
Data analysis is done with Statistical Package for Social Sciences (SPSS 18.0). The primary 
data collected fix the stud\, was cross checked and crificd to control the systematic errors 
involved in survey followed by testing the necessary assumptions and selection of appropriate 
u nivariate and multivariate statistical techniques for analysis of data. The descriptive as well 
as inferential statistics were used to explain the various characteristics of' sample and test the 
hypothesized relationships among the various constructs of the study. Also the reliability and 
validity testing of the scales used for measurement of the constructs was done before testing 
the conceptual model structure proposed in the research framework. 
5.2 Sample Profile 
I-he data was collected using survey method drawing from a sample of the residents of 
National Capital Region (NCR) and Delhi. A total of 460 respondents participated in the 
study. After removing the questionnaires that have less than 50 per cent of the questions 
answered, 423 valid questionnaires remain for further analyses.Thus the survey response rate 
was 91.96° %. Finally a set of 423 complete responses was statisticaliy analysed in order to 
achieve the objectives of the study. This section provides sample profile detailing sample 
stati.;tics such as sex, age. marital status, income, education and occupation etc. 
The response rate was 91.96%. Among the 423 respondents, 294 (69.5%) were male and 121) 
(30.5%) were female. Respondents' age ranged from IS years to 55 years and above; 
however. 293 (69.3%) were in the 18-25 years age group. As per the data on current marital 
status. 365 (56.3%) were single. while only 52 (12.3%) of the respondents were married. As 
per the total annual household income (in Rs.) of respondents was concerned. 124 (29.3°x'0) 
ere in the income group of Less than Rs. 1,50.000. while 106 (25.1 %) ranged in the group 
of Rs. 1,50.001-3,00,000. In terms of' Education, there were 203 (481/0) respondents who 
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were Post-Gaduate, 131 (31 %) other professional degrees, 63 (14.9%) were Graduate/ 
Diploma students. Occupation wise, there were 214 (50.6%) respondents were students while 
151 (35.7%) comprise of Private Job employees. Table 12 summarizes the demographic 
profile of respondents in detail. 
Table 5.1: Descriptive Statistics of Demographic Characteristics 
Demographic 	Classification Frequency (N=423) Percent (%) 
Information 
Gender 	 Male 294 	 69.5 
Female 129 30.5 
Total 423 	 100.0% 
Age 18-25 Years 293 69.3 
26-35 Years 114 27.0 
36-45 Years 12 2.8 
46-55 Years 3 .7 
Above 55 Years 1 .2 
Total 423 100.0% 
Marital status 	Single/Unmarried 	365 	 86.3 
Married 	 52 12.3 
Divorced 5 	 1.2 
Widow/Widower 	I 	.2 
Total 	 423 	 100.0 
Income Less than 1,50,000 	 124 29.3 
1,50,001-3,00,000 	106 	 25.1 
3,00,001-4,50,000 	94 22.2 
More than 4,50,000 	99 	 f 23.4 
Total 	 423 100.0 
Education 	 Upto Class 10x`' 2 .5 
Class 10 h`-Class 12 X`' 5 1.2  
Graduate' Diploma 63 14.9 
Post Graduate 203 48.0 
Professional Degree 131 31.0 
Others 19 4.5 
Total 423 100.0% 
Occupation 	 Govt. Service 16 	 3.8 
Private Job 151 35.7 
Trade/Business 24 	 5.7 
Retired/Pensioner 6 1.4 
Student 214 	 50.6 
Others 12 2.8 
Total 423 	100.0% 
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5.3 Brand Familiarity level of the Consumers 
Table 16 reveals how familiar the respondents were with the four brands chosen for the study 
namely Van-Heusen, Raymonds, Coca-Cola and Pepsi. Repeated treasures tests were 
conducted to examine if there was a significant difference in means for familiarityby branded 
network. At p<0,01, a significant difference in mean familiarity scores between apparel 
brands Van Heusen and Raymonds (F=18-5, df=4) was found. Both the brands were fairly 
familiar to the sample as evident from the average mean scores as received by the apparel 
brands. In this category. Raymonds was considered most familiar because it had the higher 
mean score (M=4.28). 
For beverage brands, at p<0.01, a significant difference in mean familiarity scores between 
the brands Coca-Cola and Pepsi (F=78.404. df=4) was found. According to this data, both 
brands were around equally familiar to the sample as shown by the high mean scores they 
received. Pepsi was considered more familiar to the respondents because it had greater mean 
score (M=4.61) as compared to Coca-Cola (M=4,57). 
Table 5.2: Summary of Familiarity Statistics 
Brands N Mean Std. Deviation 
Van Heusen 423 349 1.395 
Raymond's 423 4.28 .908 
Coca-Cola 423 4.57 .820 
Pepsi 423 4.61 .831 
These results indicate that the respondent's familiarity level for brands may further affect the 
responses of the customers on other variables related to brand personality dimensions. As the 
respondents with high level of brand familiarity may respond more positively on the brand 
dimensions as compared to that of low level of brand familiarity. 
5.4 Confirmatory Factor Analysis 
In next section the Confinnatory factor Analysis applied on the brand personality 
measurement data. CFA is a special form of factor analysis with an objective to test whether 
the data fit a hypothesized measurement modal or not. The basic question to which this 
section addresses is how well the empirical data ecnfotm to the hypothesized factor model of 
Brand Personality Scale. The validity of the scale was examined by conducting CFA. using 
AMOS 189. The details of coding schema adopted for BPS items for the CFA is as under: 
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Table 5.3: Coding of Brand Personality Scale items 
S.No. Dimension Code S.No. Dimension Code 
1 1` 22 v22 Down to earth _ Contemporary 
2 Famil y oriented v2 23 1 Reliable v23 
3 Conservative 	 v3 24 Hardworking 	 v24 
v4 25 v25 4 Honest Secure 
5 v5 26 v26 Sincere Intelligent 
6 Real 
v6 27 	
Technical  v27 
7 Wholesome v7 2S 	Corporate 	 v28 
'' 	v8 29 	 v29 8 Original Successful 
9 Cheerful 	 v9 30 Leader v30 
10 Sentimental v10 31 Confident v31 
11 Friendly vi I 32 Upper Class 	 v32 
12 Darin ~12 33 v333 Glamorous 
13 l3 34 v34 Trend 
v14 35 
Good looking 
14 v35 Exciting Charming  
15 vl5 36 v36 Spirited Feminine 
16 vl6 37 v37 Cool Smooth 
17 v17 38 v38 
Young Outdoors /Adventurous 
18 Imaginative vl8 39 Masculine v39 
19 Unique v19 40 Western  v40 
v20 41 v41 -to-date 	__ Tough 
fl v42 21 v21 
Independent Rugged 
The model is of a five-factor structure and for four brands. II indicators are loaded on the 
latent factor of Sincerity, 11 indicators on the latent factor of excitement, 9 indicators on the 
Competence, 6 on Sophistication and finally 5 indicators are loaded on the latent factor of 
Ruggedness. The purchase intention of respondents for various brands was also a major 
factor in the model. Therefore a measurement scale was developed for this factor as well It 
was hypothesized that a high brand personality congruency between consumer's self and the 
brand leads to high purchase intention. The purchase intention scale is elaborated in Table. 
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Table 5.4: Coding of Brand Personality Scale items used for Brands under study 
	
Brand Pcrsonalil} Scale S 	 j 	Coea- SN~ 	 Consumer's Self \l\sel( Van lieusen I Raymond 	Cola 	Pepsi Factors f 	Facets/ Traits 
Do%%n to earth S C I S V I S R 	I S CC I SP I  
Family oriented 
Conservative 
S C 2_ S V 2 S R _2 S CC 2 S P 2 
S_C_3 	 S_V_3 	S R_3 	S_CC_3 S_P_3 
Honest SC4 S V4 S R4 SCC4 SP4 
Sincere S-C_S S V 5 S R5 S_C'C5 SP5 
6 Red S C 6 
1 
S V6 S R6 SCC6 SP6 
7 Wholesome SC7 SV7 SR7 SCC7 SP7 
8 Oinal SCX S VX S RX SCCX SPX 
9 Cheerful 
Sentimental 
SC9 S V9 S K9 SCC9 SP9 
10 S_C_IU 	 S_V_I() 	S_R_IU 	S_CC_IU S_P_1U 
II Friendly S_C_I I S_V 	I I S_R _1 I S_ CC_I I S_P_I 
12 Daring E_C_I E_V_I E_RI E_CC_I E_P_I 
13 Trendy E_C_'_ E_V_2 E_R_2 E_CC_2 E_P_2 
14 Exciting E_C_3 E_V_3 E_R_3 E_CC_3 E_P_3 
15 Spirited EC4 E V4 E_R_4 ECC4 EP4 
f(, y Cool E C_5 E_V 5 E_K_5 E_CC5 E_P_5 
17 ` Young E_C_6 EV 6 E_R_6 E_CC_6 E_P_6 
I8 Imaginative 
Unique 
E_C_7 E_V_7 E_R_7 E_CC__7 E_P_7 
19 E_C_X 	 E_V_8 	ER-X 	E_CC_X E_P_X 
20 Up-to-date 
Independent 
E C_9 
E_C_Icl 
E_V_9 
E_V_10 
E_R_9 
E R_IU 
E_CC_9 
E_CC_10 
E_P_9 
E_P_I0 21 
22 Cuntemporaiy E_C_ I I E_V_ I I E_R._ I I E_CC_ I I E_P_ 
23 I 	Reliable C C I C v I C R I C CC I C P 
24 Hardworking C_C_2 C_V_2 C_R_2 C_CC_2 C_P_2 
25 
26 
Secure CC 3 CV3 CR3 CCC3 CP3 
Intelligent C C_4 	 C_V_4 	C_R_4 	C-CC_4 C_P_4 
27~ 
--a 
Technical C_C_5 C_V 5 C K_5 C_CC_5 C_P_5 
28 C Cuipumte C C 6 C V 6 C R 6 C CC 6 C P 6 
I Successful C-C_7 C_V 7 C-R_7 C_CC_7 C_P-7 
36 Leader CCit C V 8 CRSt CCC8 CPK 
31 Confident CC9 C V 9 CR9 CCC9 CP9 
32 tipper Class SO_C_I SO _V_I SO_R_I SO_CC_I SO_P_I 
33' c 
c 
Glamorous SO _C 2 SO V 2 SO R 2 SO CC 2 SOP 2 
34 Good looking SO_C_3 	 SO V_3 	SO _R_3 	SO_CC-3 SO-P-3 
35 Charming SO_C 4 SO_V_4 SO_R 4 SO CC_4 SOP4 
36 c F_minine SO_C_ 5 SO_V_S SO_R_5 SO CC _5 SOPS 
37 Smooth SO C 6 SO V 6 SO R 6 SO CC 6 SOP _6 
38 Ouidoorss Ad%cnturous K C_I R_V_I R_R_I R_CC_I R_P_I 
39 C \lasculunc RC__' R_V_2 R-R_2 R_CC_2 R_P_2 
40 
41 
Western 
To usb 
R C3 
K_C_4 
R_V 3 R R_3 R_CC 3 R_P_3 
R_V_4 	K_Kt 	K_CC_4 R_P 4 
42 Rugged R_C_5 R_V_5 R_R 5 RC  C_5 R _P_5 
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Table 5.5: Coding of Purchase Intention items used for brands under study 
Purchase Intention Van Raymond Coca-  Pepsi 
Ileusen Cola 
I'll search for information for this brand! PI_V_I PI_R_1 PI_C_1 PI_P_1 
In case of non-availability. I would actively 
seek out information for this brand at other Fl V 2 P1 R 2  
places (like Dealers, Internet etc.)! — — — — PI_C_2 PI_P_2 
I'll visit the store of this brand! PI V 3 PI R 3 PI C 3 PIP 3 
I usually go for this brand as my first choice! Pl_V_4 PI_R_4 PI_C_4 PI_P_4 
I'll recommend this brand to others! PI_V_5 PI —R_5 PI_C_5 PI —P_5 
I intend to continue buying this brand in PI_V_6 PI_R_ 6 PI_C_6 PI_P_6 
A CFA was performed on a model including four factors (i.e., Consumer personality, Brand 
Personality, Brand Personality Consumer Congruency and Purchase Intention) and their 
indicators as per the conceptual framework developed for the study. 
The objective of the CFA was to determine whether the measurement models of these four 
variables provide an acceptable fit and to establish the construct validity (i.e., convergent and 
discriminant validity) of the measurements. The CFA was conducted using Analysis of Moment 
Structures (AMOS) 18 employing the Maximum Likelihood estimation method. 
The purpose of Confirmatory factor analysis was to examine the adequacy of the 
hypothesized measurement relationship of the proposed model. 
5.4.1 Scale Purification 
At this stage of sale development, each subscale was subjected to CFA. Those items that 
loaded at .50 or higher were retained while rest was deleted and then CFA was run. The 
loadings for each subscale are summarized below. 
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5.4.1.1 Factor Loadings for Brand Vanheusen 
Table 5.6; Factor Loadings for brand Vanheusen 
Scale/ 
subscale 
Item Description Final Loadings 
___________________- 
Brand Personality Dimensions 
Sincerity S V 11 	Friendly .591 
S V 10 Sentimental .546 
S V 9 	 Cheerful .669 
S V 8 Original 	 .662 
S V 7 Wholesome  	.695 
Real   	.783 
Sincere 	_ 	.724 
Honest 	 .719 
S V 6   
S V 5  
S V 4 
S V 3 Conservative .597 
S V 2 Family oriented ,606 
S V I Down to earth .514 
Excitement E V 1 I Contcm torar .589 
E V 10 trade endent .683 
F V 9 Up-to-date .738 
E V 7 	Imaginative .656 
E V 6 Young .632 
E V 5 	Coot 610 
E V 3 Exciting -695 
E V 2 Trendy .636 
E V 1 Daring 574 
Competence C V 9 Confident .700 
C V 8 Leader .686 
C V 7 Successful .703 
C V 6 Corporate .629 
C V 5 Technical .601 
C V 4 Intelligent .645 
C V 3 Secure .627 
C V 2 Hardworking .589 
C V l 	 Reliable .625 
Sophistication SO V 4 Charming - .675 
SO V 3 	 1 Good looking .813 
SO V 2 Glamorous .773 
SO V I Upper Class .725 
Ru R V 5 Ru 	*ed gg .588 
~ Tn~ 	_  .712 R \T 3_ 
R V 3 	lk'estem .702 
_ 
__ 	R V 2 	Masculine 	.654 
R V 1 	 - 	f Outdoors_;'Adventurous 	 .546 
Purchase Intention 
-- 	- 
PIV 6 
- 	- 	_ 
1 intend to continue 
buying this brand in 
future   
.754 
- 	_.- 
109 
PI — V 5 — 
I'll recommend this brand 
to others .739 
PI V 4 I usually go for this brand .705 
— — as my first choice 
PI V 3 —— 
I'll visit the store of this 
brand 
709  
In case of non-  
availability, I would 
actively seek out PI 
— 
V2 
— i»lormation for this brand .533 
at other places (like 
Dealers, Internet etc.)  
Items from S_V_I to R_V_6 for the brand and PI_V_l to PI_V_6 for purchase intention of 
the brand were subjected to CFA in a model, out of which five dimensions with factor 
loadings less than 0.05 were eliminated, EV_4 (Spiritual), E_V-8 (Unique), SOV5 
(Feminine), SO_V_6 (Smooth) and one item of purchase intention PI_V_1 (I will search for 
information for this brand). A total of 43 items ere retained. "I'he final loadings for the items 
in each subscale are presented in Table. 
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5.4.1.2 Factor Loadings for Brand Raymonds 
Table 5.7: Factor Loadings fot brand Ray monds 
Scale/ 	 I Item 	 1  
subscale 
Description 
____ _ 	_______ 	_ 	_ Final Loadings 
Brand Personality Dimensions 
Sincerity 	 S R 11 Friendly 
_ 
 .674 
S R 10 Sentimental .614 
V  _ S R 9  S R 8 _ 	_ Cheerful Oh ma! .620__ .693 
- S R 5 - -- Sincere  .b6   S R 4  __- Since  
S R 3  Conservative .530 
S R 2 Family oriented .670 
S R I 	 Down to earth .565 
Excitement E R 11 Contemporary .609 
E R ]0 Independent .616 
E R 9 lip-to-date .664 
E R G Unique .659 
E R 7 Imaginative .663 
F R 6 Young .643 
E R 5 Cool _ .714 
E R 4 Spirited .671 
__ E R 3 Exciting 	 .760 
E R 2 Trendy .638 
ER I  Darin • .653 
Com etence C R 9 _ 	_ 
C R 8 
Confident_ 	_ 
Leader 
.729 
.708 
C R 7 Successful .683 _ 
PR 6 	 Co 	urp rate .649 
C R 4 j1nent 
Lecure 
Ilardworki 
Reliable 
.681 
_681 
_.584_ 
.670 
C R 3 
C R 2__ - 
C R I 
Sophistication SO R 6 Smooth .603 
SO R 4 Charming .699 
SO R 3 Good looking .756 
SO R 2 Glamorous .732 
SO R 1 	 Upper Class 	 .685 
Ruggedness 	RR 5 	Rugged 	 .679 
	
_ R R 4 	 Tough - .720 
R R 3  	Western 	 .743 
R R 2 	 Masculine .618 
RRL 	OutdoorsyrAdventurous 	.656 
Purchase Intention  
I intend to continue PI R 6 	 722 - 	buying this brand in 	_ ______ _ _ 	_ 	J 
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future 
I'll recommend this brand PI R 5 726 
— — to others 
PI R 4 I usually go for this brand .733 — — as my first choice 
PI R 3 I'll visit the store of this 	
I 
.664 
— — brand 
In case of non- 
availability. I would 
PI_R_2 actively seek out .646 information for this brand 
at other places (like 
Dealers, Internet etc.) 
I'll search for information PIRl 
— — for this brand! .553 
Items fi-om S_R_1 to R_R_6 for the brand and PI_R_I to PI_R_6 for purchase intention of 
the brand were subjected to CA in a model, out of which three dimensions with factor 
loadings less than 0.05 were eliminated, S_R_7 (Wholesome). C_R_5 (Technical), SU_R_5 
(Feminine). A total of 45 items were retained. The tlnal loadings for the items in each 
subscale are presented in Table. 
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5.4.1.3 Factor Loadings for Brand CocaCola 
Table 5.8: Factor Loadings for the brand CocaCola 
Scale/ 
subscale 
Item Description Final Loadings 
Brand Personality Dimensions  
Sincerity 	S CC 	11 Friendly 	 F 	.685 
S CC 10  	Sentimental _ _ .638 
S CC 9 	 Cheerful 	 .597 
S CC 8 Original -682 
S CC 7 Wholesome 340 
_ 	_ S CC 6 Real .7]6 
_ S_CC 5  Sincere 	__  
Honest 
~ 	.764' 
 .775 _ S CC 4  
S CC 3 	Conservative .586 
S CC 2 Family oriented .605_ 
S CC 1 	! Down to earth .608 
Excitement E CC I1 Contemporary 560 
E CC 10 Independent .620 
E CC 9 C -to-date .729 
E CC 8 L'ni ue .698 
E CC 7 Imaginative .635 
E CC 6 
E CC 5 
Y_ oune  __.639 
.657 Cool _ 
E CC 4 Spirited .670 
E CC 3 
E CC 2 
Exciting _ .632 
Trendy .649 
E CC 1 Darin 	 .612 
Competence C CC 9 Confident .635 
C CC 8 Leader 	 .651 
C CC 7 Successful .699 
C CC 6 Corporate .667 
C CC 5 Technical .693 
C CC 4 Intelligent .681 
C CC 3 Secure .664 
C CC 2 Hardworking .695 
C CC 1 Reliable .639 
Sophistication SO CC 6 Smooth .636 
SO CC 5 Feminine .548 
SO CC 4 Charming .733 
SO CC 3 Good looking .789 
SO CC 2 Glamorous .690 
Ruggedness SO CC I Upper Class .595 
R CC S Rugged .658 
R CC 4 	Tough 
R CC 3 Western 
R CC 2 	Masculine 
.684 
.739 
.691 _ 
R CC I Oo(doors,y1Adventuroue 	_ 	.705 
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Purchase Intention 
I intend to continue 
PI_CC_6 buying this brand in  .705 
future 
I'll recommend this brand PI CC 5 .733 — — to others 
PI CC 4 I usually go for this brand 777 — as nay first choice 
I'll visit the store of this PI CC 3 .666 — — brand 
In case of non- 
availability, I would 
actively seek out PI — CC — 2 information for this brand .687 
at other places (like 
Dealers, Internet etc.) 
I'll search for information PI — CC — l for this brand! 569 
Items from S_CC_1 to R_CC_6 for the brand and PI_CC_1 to PI_CC_6 for purchase 
intention of the brand were subjected to CFA in a model, out of which none of dimensions 
were found to be with factor loadings less than 0.05, hence all the 48 items were retained. 
The final loadings for the items in each subscale are presented in Table. 
1: 
5.4.1.4 Factor Loadings for Brand Pepsi 
Table 5.9: Factor Loadings for the brand Pepsi 
Scale! 
subscale 
Item Description Final Loadings 
Brand Personality Dimensions 
Sincerity S P 	11 Friendly .685 
S P 10 Sentimental 	 .579 
Cheerful .664 S P 9 
S P 8 Original  
S P 7  Wholesome 
Rea] 
.749 
.769 S P 6 
S P 5 Sincere 393 
S P 4 Honest 
Conservative 
.733 
S P 3 .635 1 
S P 2 Family oriented .691 
S P 	1 Down to earth .611 
Excitement E P 11 Contemporary_ 	.649 
Independent 	 .678 E P 10 
E P 9  
P 8 
F P 7 _- -~ -~- 
~E_ 
Up-to-date .645 
Unique .677 
Imaginative   .702 
_ 	_ 	_ E P_6 _ _ _ 	_ 
F. 	P 5 
E P 4 
E P 3 - 	-- -- 
Young_ 
Cool 
-   .655 
-- 	-_ 
.719 
jpirited 
Exciting_  
 .745 
 .74I 
--- EPI 	---  
E P2 Jjren4y 
Darin   
.666 
 .713 
Competence C P 9 Confident .673 
C P 8 Leader .679 
C P 7 Successful .672 
C P 6 Corporate .763 
C P 5 Technical 342 
C P 4 Intelligent 706 
C P 3 Secure 312_ 
C P 2 Hardworking_ .745 
CPI Reliable .697 
Sophistication SOP 6 Smooth   .700 
SOP 5 Feminine 
Charming 
   .579 
 .702 SOP 4 
SOP 3 Good lookin * .712 
_ 
Ruggedness 
SO P 2 Glamorous .697 
SOP I  Upper Class .643 
R P 5 	Rugged 	 .629 
RP 4 	 Tough .663 
R P 3 Western  	.733 
R P I_ - 1 Masculine 	.708 
R P I 	 Outdoorsv/Adventurous I .639 
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Purchase Intention 
I intend to continue 
PI_P_6 buying this brand in .787 
future 
P[ P 5 I'll recommend this brand 811 — — to others 
I usually go for this brand PIP 4 — — _ .782 as my first choice 
I'll visit the store of this 76~ PIP 3 — — brand 
In case of non- 
availability. I would 
actively seek out PIP 2 — — information for this brand .745 
at other places (like 
Dealers. Internet etc.) 
I'll search for information PIP 	1 — — for this brand! ,608 
Items from S_P_1 to R_P_6 for the brand and P1_P_1 to PI_P_6 for purchase intention of the 
brand were subjected to CFA in a model, out of which none of dimensions were found to be 
with factor loadings less than 0.05, hence all the 48 items were retained. The final loadings 
for the items in each subscale are presented in Table. 
J 
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5.4.1.5 Factor Loadings for Consumer Self 
Table 5.10: Factor Loadings for Consumer Self 
Scale! 	 Item 	 Description 	 Final Loadings 
suhscale 
Brand Personali 	DLmensions 
Sincerity S C I1 	 Friendly .639 
S C 10 Sentimental .498 
S C 9 Cheerful .68R 
.765 
   .726 
.739 
S C 8 Original 
S C 7 Wholesome  
S C 6 Real 
SCS Sincere -  .679 
S C 4 Honest 
Family oriented 
Down to earth 
 .685 
S C 2 .701 
SCI  .593 
Excitement E C 11 	_ 	_ 
E C10 	__ 
E C 9 
Contemporary 
Independent 
.519 
.527 
_ Up-to-date .603 
_ 	_ 	_ ECS Unique .606 
E C 7 
E C 6 
Ima inative .561 
Young .646 
E C 5 _ Cool   .584 
_ 
_, 
E C 4 
E C 3   
S ipnted 
Exciting 
603_ 
.618 
E C 2_  
EC l 	` Darin 
 C C 9 
Trendy  
Confident 
.532 
 .537 
Competence .711 _ 
_ CCS 	-_-  
C C 7 
j Leader ---_ .674 
Successful 634 
C C 6   
C C 5   
C C 4 
Corporate 
Technical 
Intelligent 
 .549 
  .522 
.589 
C C 2 Hardworking .564 
C CI Reliable .607 
SO C 6 Smooth 	 .570 
Sophistication SO C 4 Charming .701 
SO C 3 Good looking .757 
SO C 2 
SO C I 
Clamorous 
Upper Class 
.729 
.695 
Ruggedness R C 5 Rugged .698. 
R C 4 	 _Tout  
R C 3 _  Western  
R C 2 	 Masculine 
R C I Outdoorsy/Adventurous 
-.712 
.66i I 
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Items from S_C_1 to R_C_6 for the brand and PI_C_I to PI_C_6 for purchase intention of 
the brand were subjected to CFA in a model, out of which two dimensions with factor 
loadings less than 0.05 were eliminated, S_C_3 (Conservative), C_C_3 (Secure) and SO_C_5 
(Feminine). A total of 46 items were retained. The final loadings for the items in each 
subscale are presented below in Table. 
5.4.2 Construct Reliability and Average Variance Extracted 
According to Dillon and Goldstein (1984) and Bagozzi (1991). an AVE greater than .50 
indicates the convergent validity of the scale items. The AVE of all perceived fit 
measurements exceeded .50. Therefore, the convergent validity of the Brand Personality 
Scale and Purchase intention scale items was established. 
Measurement of BPS elements with the use of confirmatory factor analysis in the standard 
estimate condition has been shown below. For convergent validity, the average variance 
extracted (AVE) was assessed and found to be greater than 0.5 for each constructs which 
implies the presence of convergent validity. Discriminant validity was assessed based on 
whether the square of all possible inter correlation was less than the AVE score for each 
construct. Construct validity and average variance extracted were examined in order to assess 
the reliability of each construct. Values exceeding .50 for both composite and average 
variance extracted (AVE) were regarded as an acceptable level of reliability (Fornell R. 
Lacker's, 1981). 
The results of the CFA were reported across the personality dimensions and Purchase 
Intention of all the four brands, and dimension of self. The test of equivalency of the factors. 
loading of factors for all these dimensions was tested. 
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5.4.2.1 Composite Reliability and Average Variance Extracted For Vanheusen 
Table 5.11: Composite Reliability and Average Variance Extracted For Vanheusen 
Composite Average 	Variance 
Scale Reliability Extracted 
Down to earth  
Family oriented 
Conservative 
Honed 
Sinccre 
Sincerity Oy$ 0.83 Real 
Wholesome 
Oriiinal 
Cheerful 
Senlimenral 
Friendly  
Excitement Daring 
Trendy 
Excin m• 
Spirited 
Cool 
Yours 0.97 0.82 
lma gn v live 
Unique 
Up-to-date 
Independent 
Contemporary 
Competence Reliable 
Hard%+nrkinc  
Secure 
Intelligent 
technical 	 0.98 0.87 
Curpcrate 
Successful 
Leader 
Confident 
Sophistication Upper Class 
Glamorous 
Good looking 0.98 0'ry`  Charming 
I eminine 
Smooth 
Ruggedness Ouldoorx ;_4dveaturuus 
Masculine 
Western 096 0.83 
Toff 
_ Ru 	ed   
Purchase I'll search for information for this brand! 
Intention In case of non-availabili ry, I would actively 
.seek out information for This hrand at other 
places çlikc Dealers, Internet ctc_71 
I'll visit the more of this brand! 0.97 0.89 I usually go for this brand as my ihve 
choice! 
I'II recommend this brand to rnhers! 
I intend to continue buying Ih¢ brtud in 
future' 
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5.4.2.2 Composite Reliability and Average Variance Extracted For Raynionds 
Table 5.12: Composite Reliability and Avera!e Variance Extracted For Ravmonds 
Scale 
Composite 	Average 	Variance 
Reliability Extracted 
Sincerity 
Down to earth 
0.98 0.86 
Family oriented 
Co rise native 
honest 
Sincere 
Real 
Wholesome 
Oriental 
Cheerful 
Sentimental 
Friendly    
Excitement 
Competence 
Daring  
Trendy  
0,98 
098 
0.83 
0.88 
Exciting  
Spirited 
Cool 
Young 
Imaginative 
_Unique 
Lr -to-date 
independent 
Contemporary  
Reliable 
Hardworking 
Secure 
Intelligent 
Technical   
Corporate 
Successful 
Leader 
Confident 
Sophistication Upper Class 
0.97 0.85 
Glamorous 
Good luokin , 
Charmin 
Feminine 
S rncnlh 
Ru8gedness Outdoorsy'Advenlurous 
0.97 0.88 
Masculine 
Western 
Tough 
Rugged 
Purchase 
Intention 
I'll search for information Ibr (his brand! 
In case of non-availability, l would actively 
seek out information for this brand at other 
places (like Dealers, Internet etc.)! 
I'll visit the store of this brand! 
I usually go for this brand as my first 	097 
choice' 
I'll recommend this brand to others! 
1 intend to continue buying this brand in 
future!  
O.ftfl 
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5.4.2.3 Composite Reliability and Average Variance Extracted For CocaCola 
Table f.13: Coln osite Reliability and Average Variance Extracted For CocaCola 
Composite Average 	Variance 
Scale Reliability Extracted 
Do-, to earth 
Famil -oriented 
Conscrsntive 
Honest ,_ 
Sincerity 
Sincere 
Real 0.98 0.86 
Wholesome 
Original 
Cheerful 
Sentimental 
Friendly  
Excitement 	Darin 
Trendy 
Ezcitin.,  
Spirited 
Cool 
Young 	__ 098 u.RO 
Ima inatice 
Unique 
Up-to-date  
rode endcnt 
Contempora y _ 
Competence 	Reliable 
Hard tcurkin 
Secure 
Intelligent 
Technical 0.97 0.85 
Co 	Orate 
Successful 
Leader 
Confident 
Sophislien lion 	tipper Class 
Glamorou. 
Good lookin 
Charming  097 0.85 
Feminine 
Smooth 
Ruggedness Outdoorsy, :Adven turous 
Maseulinc 
Western 0.7 0.88 
Tough 
Purchase I'll search for information for this brand! 
In case of non-availability, I would actively Intention 
sock oui information fur this brand at other 
Iacea (like Deulers. tntcrnet eta I 
I'll visit the store of this brand! 0.9% O.Bk I 	usually go for this brand as any first 
dtoice! 
VU recommend Ihis brand to others' 
I intend to continue buying this brand in 
future! 
121 
5.4.2.4 Composite Reliability and Average Variance Extracted For Pepsi 
Table 5.14: Composite Reliability and Avcraae Variance Extracted For Pepsi 
_ 
Sincerity 
Scale _ 
Composite 
Reliability __ 
Average 	Variance 
Extracted 
Dosch to earths 
o.99 0.87 
Familyoriented 
Conscn ativc 
Honest 
Sincere 
Real 
Wholesome 
Original 
Cheerful 
Sentune ntat 
Friendly 
Excitement 
__ 
Daring 	 _ 
0.98 0.87 
Trendy  
Exciting 
S 	irited 
Coal 
Young 
hngin alive 
[hi i' ue 
U -to-date 
Indz pendeni 
Contemporary _ 	 -- 	 _ 
Competence Reliable 
0.98 0.86 
Hardworkin g 
Secure 
Intelligent 
Technical   
Corporate 
Successful 
Leader 
Confdcnt 
Sophistication U per Class  _ 
0.97 0 .87 
Glamorous 
Good looting _ 
Cmin h ar 
Feminine 
Smooth 
Ruggedness 0utdoursy/Adveniorues 
0.97 0.89 
Mageufine 
Western 
Tough 
Purchase 	I'll search for information for this brand! 
❑ tention In case of non-availability, I would actively 
seek out in{urniation for this brand at other 
laecn (like Dcalere, Interact etc.)! 
I'll visit the store ofthis brand! 
I usually go for this brand as my first  
choice! 
I'll recommend this brand to othersF  
intend to continue buying IIns brand 	it 
tunrtel 
0'98 0.92  
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5.4.2.5 Composite Reliability and Average Variance Extracted For Consumer Self 
'Fable 5.15: Composite Reliability and Average Variance Extracted For Consumer Self 
Scale  
Down to earth 
Composite 
Reliability'  
-~ 
0.98 
Average 	x'ariance 
Extra_cted 
0.85 Sincerity 
Family oriented 
Comerrativc 
Honest 
Sincere 
[reel 
Wholesome  
Original  
Cheerful _ 
Sentimental  
Friendl 
Excitement Daring 
0.97 0.7S 
Trendy 
Excnin 
-- -- 	- 	— -  Spirited 
Cool  
_Young      
Imaginative 
Unique 
U -to-date 
lode endeat 
Competence Reliable 
0.98 085 
Hardworking 
Secure 
Intelligent - 
Tedmicnl 
Corporate 
Successful 
Leader 
Confident 
Sophistication 	Upper Class  
Glamorous 
Cloud looking 
Charnton 	_ 	__ _ 	_' 
Feminine 
Smooth  
Ruggedness 	_ Outdoors!dAdvenbUruus 
Masculine 
Western 
TuugIi  
Rugged 
096 	 0.84 
097 	 0.88 
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5.4.3 Analysis of Model Fitness 
Confirmatory factor analyses (CFA) was carried out to assess the validity of the questionnaire. 
In other words, this analysis assessed the tit between the data and the specified CFA 
Measurement Model. The fit of the measurement model and the structural model were 
assessed using indices taken from the output of AMOS 4.0. Specific indices germane to this 
study include: a) Chi Square/df; b) Goodness of Fit index (GFI); c) Root-Mean Square Error 
of Approximation (RMSEA); d) Tucker-Lewis Index (TLI); e) Nornicd Fit Index (NH); and 
h) Comparative Fit Index (CFI) (Schumacker & Lomax, 2004). 
It uses one or more variables for a single independent or dependent concept and then 
estimates reliability. The researcher can assess the contribution of each scale item and 
determine how well the scale measures the concept (Hair et al., 1998). The CFA 
Measurement Model analyses the measurement scale of Vanheusen, Raymonds, CocaCola, 
Pepsi and Consumer Self and the items selected in the scale purification stage to measure 
them. AMOS 4.0 was used for analysis along with the Maximum Likelihood Method. The 
CFA Measurement Model was analyzed using 185 cases from the sample. 
This is to assess the CFA Measurement Model by examining offending estimates. Examples 
of offending estimates include: a) negative error variances for any construct; b) standardized 
coefficients exceeding or very close to 1.0; or c) very large standard errors associated with 
any estimated coefficient. The researcher may consider eliminating one of the constructs 
when correlations in the standardized solution exceed 1.0 (Hair et al., 1998). 
The next step is to determine model fit. Model modification may be necessary if model fit 
indices are less than satisfactory. Global fit measures such as the chi square test and RMSEA 
are assessed. RMSEA should not exceed 1.0 (Schumacker & Lomax, 2004). Kline (1998) 
recommends a value of 3.0 for the chi square statistic (CMIN/DF) to be acceptable. Other fit 
indices, such as NFI, GFI. TLI and CFI are also assessed. For these indices, values close to 
1.0 indicate a food fit. Smaller values, which are close to .00 indicate a poor fit (Schumacker 
& Lomax, 2004). 
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5.4.3.1 Results of Fit Indices for the CFA Measurement Model for the brand Vanheusen 
Figure 5.1: CFA Measurement Model for the brand Vanheusen 
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For purposes of assessing the CFA Measurement Model, the items in the five subdimensions 
(Sincerity, excitement, Competence, Sophistication and Ruggedness), were subjected to CFA. 
The first step in assessing the CFA Measurement Model was to consider the fit indices. 
The results from analyzing the model indicate a good fit. The value of'CMIN,'DF was 1.283, 
below the recommended value of 3.0. The RMSEA for the measurement model was .079. 
Browne and Cudeck (1993) suggest that a value less than .08 indicate a good model fit. Other 
fit indices also point to a fair and acceptable model fit (NFI =.932, GFI = .920, TLI = .945, 
CFI =.918). Table provides the results for each of the fit indices of the CFA Measurement 
Model. Figure depicts the CFA Measurement Model. 
Table 5.16: Results of Fit indices for CFA Measurement Model for brand Vanheusen 
RMSEA 0.079 
CM[N'DF 1.283 
NFL .932 
GFI .920 
TLI .945 
CFI .918 
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5.4.3.2 Results of Fit Indices for the CFA Measurement Model for the brand Raynionds 
Figure 5.2 CFA Measurement Model for the brand Raymonds 
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The results from analyzing the model indicate a good fit. The value of CMIN/DF was 1.882 , 
below the recommended value of 3.0. The RMSEA for the measurement model was .074. 
Browne and Cudeck (1993) suggest that a value less than .08 indicate a good model fit. Other 
fit indices also point to a fair and acceptable model fit (NFI =.953 GFI — .932, TLI = .950, 
CT] —.932). Table provides the results for each of the lit indices of the CFA Measurement 
Model. Figure depicts the CFA Measurement Model. 
Table 5.17: Results of Fit indices for CFA Measurement Model for brand Raymonds 
RMSEA 	0.074 	_ _ 
CMIN/DF   .1.882 
NFI 	 j 953 
GFI .932 
TLI 
CF1 .932 
128 
5.4.3.3 Results of Fit Indices for the CFA Measurement Model for the brand CocaCola 
Figure 5.3 CFA Measurement Model for the brand CocaCola 
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The results from analyzing the model indicate a good fit. The value of CMIN/DF was 1.923, 
below the recommended value of 3.0. The RMSEA for the measurement model was .074. 
Again according to Browne and Cudeck (1993), value less than .08 indicate a good model fit. 
Other fit indices also point to a fair and acceptable model fit (NFI =.936. GFI = .902, TLI 
_ .948, CFI =.968). Table provides the results for each of the fit indices of the CFA 
Measurement Model. Figure depicts the CFA Measurement Model. 
Table 5.18: Results of Fit indices for CFA Measurement Model for brand CocaCola 
RMSEA 0.074 
CMIN/DF 1.923 
NFI 	_ 
GFI 
1 .936 
.902 
TLI .948 
CFI .968 
130 
ro 
5.4.3.4 Results of Fit Indices for the CFA Measurement Model for the brand Pepsi 
Figure 5.4 CFA Measurement Model for the brand Pepsi 
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The results from analyzing the model indicate a good fit. The value of CMIN/DF was 1.848, 
below the recommended value of 3.0. The RMSEA for the measurement model was .075, 
which is model fit indiactor. Other tit indices also point to a fair and acceptable model fit 
(NFl =.944, GFI = .932, TLI — .959, CFI =.920). Table provides the results for each of the fit 
indices of the CFA Measurement Model. Figure depicts the CFA Measurement Model. 
Table 5.19: Results of Fit indices for CFA Measurement Model for brand Pepsi 
RMSEA 0.075 
CMIN/DF 1.848 
NFI .944 
GFI .932 
TLI .959 
CFI .920 
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5.4.3.5 Results of Fit Indices for the CFA Measurement Model for Consumer Self 
Figure 5.5 CFA Measurement Model for the Consumer Self 
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The results from analyzing the model indicate a good fit. The value of CMIN/DF was 1.924, 
below the recommended value of 3.0. The RMSEA for the measurement model was .078, 
which is a value less than .08 and it indicates a good model fit. Other fit indices also point to 
a fair and acceptable model tit (NFL =.922. GFI = .912, TLI = .901, CFI =.928). Table 
provides the results for each of the fit indices of the CFA Measurement Model. Figure depicts 
the CFA Measurement Model. 
Table 5.20: Results of Fit indices for CFA Measurement Model for Consumer Self 
rRMSEA 	 .078  
CMIN./DF 1.924  
OF! 	 .912 
TLI .901 
.928 
Therefore the fit indices for all the constructs was found to be a good model fit. 
A summary of overall model fit indices are shown as under: 
'fable 5.21: Overall result of model fit indices 
Vanheusen I Raymonds 	Cocacola 	Pepsi 	Self 
RMSEA 	0.079 	:0.074 	0.074 	0.075 	.078 
CMIN/DF 	1.283 	.1 .8g2 	1.923 	1.848 	1.924 
NFL 	 .932 	.953 	.936 	.944 	.922 
GFI 	 .920 	.932 	.902 	.932 	.912 
TLI 	 .945 	.950 	.948 	.959 	.901 
CFI 	 .918 	.932 	.958 	.920 	.928 
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5.5 Measuring Brand Personality and Self-Congruency (BPC) Effect 
A general hypothesis of this research is that the degree of similarity (congruence) between 
brand image and self image will have greater effects on the attitudes of consumers towards 
the brand and the purchase intention. This is because the self-image ad encouraged 
consumers to consider their self-iinaIc a• a criterion for evaluation of the brand. :A 
generalized Euclidean distance model (as shown below) was used to calculate difference 
scores reflecting actual congruence (between brand image and self-image). 
D = Yi`_1 (Pi — Si) 2 
Where: 
D=overall difference score reflecting degree of congruence between brand and self-image. 
i=a particular personality image dimension 
P,= perception of the product on image dimension i. 
S,— perception of self on image dimension i. 
\l'ith this approach, congruity varies by distance: the larger the d-score (distance) between 
brand and the respondent's personality, the less congruity, and the lower the d-score between 
the brand and the respondent's personality, the more congruity. 
5.5.1 Correlation Analysis 
The difference scores were calculated using Euclidean distance model for each dimension (i.e. 
for Sincerity. Excitement. Competence, Sophistication and Ruggedness) for all the four 
brands. These dimensional values were then correlated with subjects' Purchase Intention, 
brand-wise. The results of these correlation analyses are presented in table. Because the 
difference scores calculated for each subject actually measure "incongruence" and the 
attitudes were measured on scles -where larger values indicate more favorable attitudes, 
negative correlations between distance scores and purchase intention indicate the 
b}'pQfhcsired positive relationship between image congruence and Purchase Intention. That is, 
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greater the congruence (the smaller the distance between brand and self-image), the more 
favorable (larger. in terms of scale values) Purchase Intention. 
Table 5.22: Correlation between image congruence and Purchase Intention 
Vanhuesen Raymonds 
-.304** 
I CocaCola I 	Pepsi 
Purchase Intention -.218** -.168** -.305** 
**Correlation issignjficant at the 0.01 level (2-tailed) 
Table 5.22 provides that the Image congruence of all the brands in the study (Van-heusen, 
Raymonds, Coca-cola and Pepsi) have a positive correlation with their respective Purchase 
Intention. But on comparing among the brands, Vanheusen and Pepsi have more stronger 
correlation in the apparel and beverage brand categories. 
This clearly, reflects that the brand advertisement had a significant effect on the brand image 
congruence relationship. The effect of image congruence (between brand and self-image) on 
Purchase Intention of the particular brand was significant as subjects match their own self 
with brand image portrayed through ads. This is consistent with past theorizing that for 
publicly consumed brands (such as beverage and apparel), product preference is more closely 
related to congruency, but only when consumer's knowledge of self-image is activated to 
influence purchase intentions. 
Table 5.23; Correlation between brand personality dimensions and Purchase intention 
Vanheusen. Raymonds 	CucaCola 	Pepsi 
Sincerity 
Purchase Intention 	-.341** -.358** -.149** -.338** 
Excitement 
Purchase Intention -.135** -.252" 	-.I39** I -.298** 
Competence 
Purchase Intention -.254** -.161** 	i -.184** 	-.212** 
Sophisiicatiun 
Purchase Intention 	-.169** 	-.089  	-. [26**  
Ruggedness 
Purchase Intention 	-082 - 136** 	-.094 -.149** 
* *Curve lntion is significant ar die 0.01 level (2-tailed) 
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Further, in Table 5.23, the correlation analyses of all five different dimensions of brand 
personality scale (i.e. sincerity, excitement, competence, sophistication and ruggedness) with 
the brand's purchase intention are summarized. A positive correlation observed for all five 
personality dimensions and the purchase intention of respective brands. l-lowever, the 
strength of these correlations varies across the dimensions for all the four brands. For 
V anheusen. the brand personality dimension namely Competence has a stronger relationship 
with the purchase intention. For Raymonds. it is sincerity and for Coca-cola and Pepsi these 
are competence and sincerity respectively. This analysis provides the evidence that the brands 
possess different personalities as projected by advertisements and also the fact that it 
influences the consumer's purchase intentions through image congruency effect. 
5.5.2 Independent Sample T-test 
A second general hypothesis of this research is that consumers who exhibit a high degree of 
similarity (congruence) between their self-image and the brand's image should be more 
persuaded by advertisements that encourage them to consider their self-image when 
evaluating the brand, compared to advertisements that encourage thoughts about only product 
duality. Alternatively, consumers who exhibit a low degree of similarity (congruence) 
between their self-image and the brand's image should he less persuaded by advertisements 
that encourage them to consider their self-image when evaluating the brand, compared to 
advertisements that encourage thoughts about only product quality. To examine this, subjects 
were classified as either high or low congruence (tor actual and ideal congruence) based on a 
median split of their congruence scores. 
Median Split 
The median scores for the tour selected brands are as follows: 
Table 5.24: 1ledian Scores of the Brands 
Brands --- 	Median  
nhe  
—  
V ausen
— 	
9.6 
Raymonds 	( 9.0 
~--CocaCola 8.7 
f enxi 	 9.8 
l-sere, values - median - Group I (High congruity group) 
<< 	Values --- median - Group 2 (Low congruity group) 
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5.2.1 For the brand Vanheusen 
able 5.25: T-test for the brand Vanheusen 
Group 	N Mean F-value 	It df 	1 Sig(2-tailed) 
urchase 	High 	215 3.36 
itention 	Congruity .068 	4.473 421 	.000 
Low 	208 3.01 
Co 	ruity 
n average, the consumers with high congruency scores have greater purchase intention (M = 
3.36, SE = 0.055) than consumers with low congruence (M = 3.01, SE = 0.057) for the brand 
Vanheusen. This difference is significant t(421) = 4.473. p> .01. 
5.5.2.2 For the brand Raymonds 
Table 5.26: T-test for the brand Ravmonds 
Croce 	N 
Purchase 	High 	1 213 
 Mean 
3.68 
F-value 	t df 	+ Sig(2-tailed) 
Intention 	_Congruity - 12.043 	4.353 421 	.000 
Low 	1 210 
Congruity  
3.32 
On average, the consumers group with high congruency scores have greater purchase 
intention (M = 3.66, SE = 0.048) than consumers with low congruence group (M = 3.32, SE 
= 0.06) for the Raymond brand. This difference is significant t(421) = 4.353, p> .01. 
5.5.2.3 For the brand Coca Cola 
'Table 5.27: 7'-test for the brand CocaCola 
Group N Mean F-value t df 	Sig(2-tailcd)  
High 	206 3.68 
Purchase 	Congruity' 1.272 3.020 421 	.003 
Intention 	Low 	217 3.43 
j Congruity 
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On average, the consumers with high congruency scores for the brand Coca-Cola have 
greater purchase intention (M = 3.67, SE = 0.0579) than consumers with low congruence (M 
= 3.43. SE = 0.058). This difference is si tniticant t(421) = 3.020, 1> > .01. 
.5.5.2.4 For the brand Pepsi 
table 5.28: T-test for the brand I'epsi 
Group _ : 
N -- - Mean 
 F-value 
Purchase High 	217 	3,4o) 
Intention _C  ç.' gv 	 3.23 
LoNv. 	+ 206 	3.02 
Congruity 
t 	cif 	52-tailed 
4.994 421 	.000 
On average, the consumers with high overall congruency scores of Pepsi brand have greater 
purchase intention (M = 3.49, SE 0.060) than consumers with low congruence (`i = 3.02, 
SE = 0.073). This difference is significant t(4'1) = 4.994, p > .(11. 
Hence the independent sample t-test shows that tier every brand overall it was found that 
there existed a difference between the two groups. The subject's of group with high 
congruency scores behaved difterently than that of low congruency score groups. 
Table 5.29: Overall Purchase Intention of Brand Categories 
Apparel Brand 
	
Beverage Brand 
Brand 	 Vanhcusen 	Raymonds 	Coca-Cola 	 Pepsi 
Groups 	iiigh Low High Loss High Loy,, high Low 
Mean Value 	3.36 	3.01 	3.68 	3.32 
	
3.68 	3.43 	3.49 	3.02 
The purchase intention of the subjects was found to he high for the subjects' with high 
congruence while for that of low congruence score group. the Purchase intention was low. 
139 
5.6 Summary of Hypotheses results 
Table 5.30: Summary of Hypotheses results 
IfYPOTIIESES R 	SIC 	REMARKS 
Hlo: There is no significant and positive relationship between brand personality congruity 
and purchase intention of the brands. 
is no significant and positive relationship -.218** .000 Not Accepted 
betneen 	band 	personality 	congruity 	cnd F There pure1ase intention ofthe band Vanhensen.  There is no significant and positive relationship -304** .000 Not Accepted between 	brand 	personality 	congruity 	and purchase intention oft/u' brand Ravinonds. '1.3a There is no significant and positive relationship -.168** .001 Not Accepted 
brand 	personality 	cmrgruity 	and 
purchase intention ofthe brand CocaCola. E ben,een There is no significant and positive relationship -.305** .000 Not Accepted between 	brand 	personality 	congruity 	and purchase intention of the b rand Pepsi. 
HYPOTHESES R 	SIC 	REMARKS 
1i22n: There is no significant and positive relationship between brand personality dimensions 
and the Purchase Intention of the consumers. _ 
SLWCERITP _ 
H2.19 There is no significant and positive -.341 ** .000 Not Accepted 
relationship between Sincerity and 
Purchase Intention 	of the brand 
I Vanbuesen 
H2.2,, There is no significant and positive -.358** .000 Not Accepted 
relationship between Sincerity and 
Purchase Intention 	of the brand 
Ravmonds 
H2.3U  There is no signifIcant and positive -.149** .002 Not Accepted 
relationship between Sincerity and 
Purchase Intention 	of the brand 
Coca Co (a 
H2.4a There is no significant and positive -.338** .000 Not Accepted 
relationship between Sincerity and 
Purchase Intention of the brand 
Pepsi. 
EXCITEMENT 
H2,5u There is no significant and positive -135** .005 Not Accepted 
relationship 	benaeen 	Excitement 
mad 	Purchase 	!nt'nlio/7 	of 	the 
brand 12tnhuesen 
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112.60 	 There is no significant and positive -.252** .000 Not Accepted 
relationship 	between 	Excitement 
and 	Purchase 	Intention 	of the 
brand Raynzonds 
112.7„ There is no significant and positive -.139** 	.004 	Not Accepted 
relationship 	hctit c'rr1 	F_xcitenrcnt 
and 	Purchase 	/nh'ntion 	of 	the  
brand CocaCola i ! 
112.8, There is rto significant and positive -.298** .000 	1 Not Accepted 
relationship 	between 	Hcitci,wn/ 
and 	Purchase 	Intention 	of 	the  
L _ brand Pepsi. 
CO MPETEWGE   
112.9, 	 There is no significant and positive 	254** 	.000 	Not Accepted 
relationship 	between 	Conzpetcnce 
and 	Purchase 	Intention 	of 	the 
brand Vanhuesen 
Il2.10o There is no significant and positive -.161** .001 Not Accepted 
relationship between 	Competence 
and 	Purchase 	Intention 	of the 
brand Rati•monds  
112.11a There is no significant and positive -.184** .000 Not Accepted 
relationship between 	Competence 
and 	Purchase 	Intention 	of 	the 
brand CocaCola 
1!2.12, There is no significant and positive -.212** 	.000 1 Not Accepted 
relationship between 	Competence 
and 	Purchase 	Intention 	of the 
brand Pe si. 
SOPIIISTTCATID:N 
1-12.130 	 1 There is no significant and positive -.169** 1 .000 	Not Accepted 
relationship bete een Sophistication  
and 	Purchase 	Intention 	of 	the 
brand i'anhuesen 
112.140 	 There is no significant and positive -.089 	.067 	Accepted 
~ 
rclations;iip between Sophistication 
I 
and 	Purchase 	Intention 	of 	the 
' 
brand Rcz 'monds 
112.1 5,, There is no significant and positive -.126** .010 	Not Accepted 
relationship between Sophistication 
and 	Purchase 	Intention 	of 	the 
brand CocaCola 
112.16 There is no significant and positive -.17S** .000 	Not Accepted 
relationship between Sophistication ! i 
and 	Purchase 	Intention 	of 	the 
— brand Pc rsi. 	— — 
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RUGGEDNESS 
H2.179 There is no sign ifcant and positive -.082 .094 	Accepted 
relationship 	between 	Ruggedness 
and 	Purchase 	Intention 	of 	the 
brand Vanhuesen 
H2.U19 There is no significant and positive -.136** .005 	Not Accepted 
re/au onship 	between 	Ruggedness 
and 	Purchase 	Intention 	of 	the 
brand Raemonds 
H2.19 There is no significant and positive -.094 .054 Accepted 
relationship 	between 	Ruggedness 
and 	Purchase 	Intention 	of the 
brand CocaCola 
H2.200 There is no .significant and positive -.149** .002 Not Accepted 
relationship 	between 	Ruggedness 
and 	Purchase 	Intention 	of the 
brand Pepsi. 
HYPOTHESES t SIG REMARKS 
H30: There is no difference between the purchase intention of high congruency group and 
low congruency group. 
H3.10 There 	is 	no 	difference 	between 	the 	high 4.473 .000 Not Accepted 
congruency groups and lot congruency groups 
fm• the brand Vanheusen. 
K3.10 There 	is 	no 	difference 	between 	the 	high 4.353 .000 Not Accepted 
congruency groups and low congruency groups 
for the brand Rayrnonds. 
H3.3b There 	is 	no 	difference 	between 	the 	high 3.020 .003 Not Accepted 
congruency groups and lox congruency groups 
for the brand Coca Cola. 
H3.4u There 	is 	no 	difference 	between 	the 	high 3.228 .000 Not Accepted 
congruency groups and toes congruency groups 
for the brand Pepsi. 
HYPOTHESES M(High M(Low SIG REMARKS 
group) group)  
H4,,: High Congruency does not lead to High Purchase Intention. 
H4.I High Congruency does not lead to 	3.36 3.01 .000 Not Accepted 
High Purchase intention for the brand i 
F anheusen. 
H4.2 High Congruency does not lead to 	3.68 3.32 .000 Not Accepted 
High Purchase Intention for the brand 
Raymmnds. 
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H4.30  High Congruency does not lead to 3.68 	3.43 	.003 Not Accepted 
high Purchase Intention for the brand 
Coca Cola. 
H4.40 High Congruency does not lead to 3.49 	3.02 	.000 Not Accepted 
I igh Purchase Intention /or the brand 
1cpsi. 	 I 	 I 	l 
5.7 Conclusion 
This chapter helps conclude that there exists a congruity between the brand personality 
conruity and the purchase intention of the brands. And the subjects possessing high 
congruence score possess high attitude towards the factor of purchase intention while that 
with low congruence score possess the low attitude towards purchase intention. The 
advertisement affects the purchase intention of the customer by the congruity effect. 
Therefore it can he concluded that congruity is an important factor which helps in decision 
making of a customer. Confirmatory Factor Analysis has validated the constructs reliability 
and validity. 
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CHAPTER 6 
FINDINGS, IMPLICATIONS & CONCLUSIONS 
'l his chapter presents the discussion and implications of the findings of the study drawn on 
the basis of statistical results and theoretical background obtained from a comprehensive 
literature review in the relevant domain. In the first section of' this chapter, a summary and 
discussion of the hypotheses testing are presented. The managerial implications of' the 
findings, followed by the limitations of the study are discussed next. Finally, the chapter 
concludes with suggestions for future research directions. 
6.1 	Introduction 
Based on the theory of brand personality, it is obvious that the consumers self-concept plays 
an important role with regard to a personality-directed brand management which is also 
supported by Sirgy (1986) self-concept theory that consumers are thought to prefer brands 
with personalities similar to their own personality. This purpose of this study has been to 
examine the relationship between brand personality and the consumer personality, and the 
Brand Personality Congruency and its effect on the purchase Intention of the consumers. 
The study broadly aimed at bridging the gap in existing knowledge of personality based 
research and further validating the Aakcrs' (1997) Brand Personality Scale measurement 
framework in the Indian apparel and beverage market context. Another major aspect of this 
research work is the discussion on implications for advertising strategies adopted by various 
marketers to promote their products. 
Finally, the research explored quite relevant perspectives on the Indian market, as it offers 
insights into the minds of the consumer and probes the brand influence in their buying 
decision making process. This can only be achieved when marketers and advertising 
strategists have a clear understanding into building apparel and beverage brands and the role 
of various factors that drive the consumption. 
The following section provides a detailed discussion on the findings of the study on research 
questions, hypotheses testing. brand personality measurement model and the proposed 
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conceptual model linking BPC, Purchase intentions and its implications for advertising 
strategies. 
6.2 	Findings of the Study 
The study developed a conceptual framework that proposed the relationship among the brand 
personality, self-concept and purchase intention of the customer. According to the conceived 
model, the consumer behavior towards purchase intention would be influenced by self-
concept, brand personality and SC-BP congruence. SC-BP congruence score was calculated 
as the difference between the self-concept and brand personality by using Euclidean Distance 
Model and further analysis was earned out to find the congruency effect on purchase 
intention. A comparative analysis among High congruency group and Low congruency group 
was also made to know the impact on consumer's attitude towards purchase intention. 
In this study, two significant psychological concepts, brand personality-self congruence and 
purchase intention are applied. Traditionally, image congruence has been defined as the 
consistency between objects in terms of intangible or emotional values (Dasilva & Syed Alwi, 
2008; Mehta, 1999). Image congruence concept was conceptualised as consistent symbolic 
meanings, specifically in terms of five dimensions of personality (Sincerity, Excitement, 
Competence, Sophistication and Ruggedness), shared by consumers' self image. On the other 
hand, the concept of Purchase Intention was measured by six dimensions through consumers' 
self report or self judgement. The results of the study reveal that image congruence which is 
an indirectly calculated estimate of similarity in the five personality dimensions, significantly 
explains consumers' behaviour towards purchase intention. 
Further the Confirmatory Factor Analysis (CFA) results validate the brand personality 
measurement model, used in this study to indicate the importance of consistency between the 
brand personality and the customers' self personality with respect to the five personality 
dimensions and its impact on purchase intention. By showing the intimate connection in 
terns of congruence on the five personality dimension scores and its role in building 
purchase intention, the study emphasises the strategic importance of symbolic factors of 
brand image that influence consumers purchase intention and their usefulness in formulating 
effective advertising strategies. 
The results of testing of hypothesized relationships in the conceptual model supported the 
following alternative hypotheses: 
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111: There is a significant and positive relations/zip between brand personality congruity and 
purchase intention o/ the brands. 
H2: There is a significant and /positive relationship between brand hc'rsona/itv diniensioizs and 
the Purchase Intention 0/ consumers 
Euclidean distance model was adopted to calculate the congruency scores 1r various brands 
and consumers self. The correlation analysis using Pearson's coefficient correlation (r) were 
used to test the relationships among the hypothesized variables i.e. brand personality-
consumer CoS1f;IUcnc\ and purchase Intention. Correlation between congruency scores and 
purchase intention (PI), brand wise and dimension wise was done. The result of Pearson 
correlation analysis indicated that there were positive relationships between brand personality 
dimensions and the purchase intention. 
These findings indicated that there was congruence between self-concept and brand 
personality and this leads to Purchase Intention. However. for some brand personality scale 
items, the congruence was larger, while for others. the congruence was smaller. Again, the 
difference scores calculated for each subject actually measure incongruence' and purchase 
intentions were measured on scales %\- here lar~uer values indicate more favourable attitudes, 
negative correlations between distance scores and the brand evaluation dimensions indicate 
the hypothesised positive relationship between image congruence and purchase intention. 
That is. the purchase intention is more favourable (larger, in terms of scale values) when the 
congruence score is high (smaller the distance between brand and sell' image). 
Also, when compared the dimension wise congruency of various brands and their impact on 
the purchase intentions in both the categories i.e.. Apparel and Beverages (\'anheusen vis-a- 
'is to Ra}vmnonds and Coca-cola vis-a-vis to Pepsi), it was found that in Apparel brand 
category the traits of Sincerity, Excitement and Ruggedness have significantly positive effect 
on the consumer's purchase intention fir Raymonds, while the traits of Competence and 
Sophistication had positive impact on consumer's purchase intention far Vanheusen. The 
graphical representation of the comparative cti ct results is presented below: 
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Figure 6.1: Comparison of brands on the Sincerity dimension 
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Figure 6.2: Comparison of brands on the Excitement dimension 
0.3 	 0.35 
0.252 
O 
0.298 
0.25  ; 0.3 
0.25 
o 0.2 o 
c c 
0.2 
0.15 	0.135 
s  0.15 	0.139 
0.1 
0.1 
0.05 0.05 
Vanheusen Raymonds 	 CocaCola Pepsi 
Excitement 	 Excitement 
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Figure 6.3: Comparison of brands on the Competence dimension 
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Figure 6.4: Comparison of brands on the Sophistication dimension 
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Figure 6.5: Comparison of brands on the Ruggedness dimension 
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This implies that in Apparel category. the respondents possessing the congruency on the 
dimensions of Sincerity, Excitement and Ruggeclnes consider the brand Raymonds to possess 
identical personality thereby leading to brand preference and a positive purchase intention. 
Similarly respondents with congruence on dimensions of Competence and Sophistication 
would prefer Vanheusen and will have a greater chance of developing a positive purchase 
intention for this brand. 
In Beverage category, the results show that the respondents have congruency with Pepsi on 
all the five dimensions of brand personality, i.e., customer having congruency on the 
dimensions of Sincerity. Excitement, Competence, Sophistication and Ruggedness and thus 
lead to preference for Pepsi as indicated by high correlation between congruency score and 
purchase intention as compared to Coca-Cola. 
In terms of overall congruency scores in both the product categories the Raymond's was 
preferred over Vanheusen in Apparel category and Pepsi was preferred over Coca-Cola in 
Beverage category as shown below: 
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Li 
0.305 
i 
q 
CocaCola 	Pepsi 
Total 
0.35 
0.3 
C 0.25 
0 
0.2 
C 0.168 
 
- 	0.1 
 
0.05 
Table 6.1: Comparison of Brands on Brand personality dimensions 
Brand Personality 	 Relatively High Congruency 
Dimensions 	 Apparel Brand --- 	Beverage Brand 
	
(Van-licusen Vs. Ra\ monds) 	(Coca-Cola Vs. Pepsi) 
Sincerity 	 Raymonds 	Pepsi ~- 
Excitement 
	 Raymonds 	 repsi 
v u l j/c t ILL. 	 Y UI I I I%."a%,II 
	 Pepsi 
Sophisticated 	 Van-Heusen 	 Pepsi 
Rugged 	~ --~-  Raymonds 	 Pepsi 
Figure 6.6: Comparison of brands on overall Congruency 
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The above results emphasize that the existence of congruency between the personality of a 
Brand and that of the consumer based on the five brand personality dimensions leads to a 
favourable purchase intention among the customers. 
This also shows that attaching personalities to brands can make than more desirable to the 
consumer. Brand personality influences the attachment as well as the commitment. The more 
the consumer perceives the brand as being sincere, excited, competent, sophisticated and 
rw;tcd. the more he or she trusts it, what itenerates his attachment and positive purchase 
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intention. The levels of similarities between the brand and consumer personalities modify the 
impact of the brand personality on the consumer behaviour towards purchase intention. 
In order to assess the influence of the degree of overall congruency of all brand personality 
dimensions for the brands on purchase intention, a Median split of the sample based on the 
median values of congruency scores was done for all the four brands- Van-Heusen, 
Raymonds, Coca-Cola and Pepsi to divide the respondents into two groups- high congruency 
score group and low congruency score group. The results of independent sample t-test 
supported the following alternative hypothesis: 
H3: There is a difference between the purchase intention of high congruency group and low 
congruency group. 
H4: High congruency group leads to high purchase intention 
The output shows that high congruence group behaved differently than that of the low 
congruence groups i.e. consumers having high brand personality congruency will have high 
Purchase Intention. Moreover, this suggests that the incongruence between a brand image and 
consumers' self image has a negative impact on the consumers' purchase intention. That is, 
the greater the incongruence of brand image and consumers self-image, the lower the 
purchase intention. These findings of this study further expands the application of the classic 
self-congruency theory (e.g., Sirgy, 1985; Sirgy et al., 1997; Chehat, Sirgy & St-James, 2006) 
by showing that the self-congruence has positive impact on consumers' purchase behaviours 
towards a product or a brand. 
From the study of extensive literature and empirical analysis of the responses on prescribed 
dimensions of the study it can be, hence, stated that using promotional messages to encourage 
consumers to use the identify matches between brand personality and self-image as an 
evaluative criteria for brand selection and purchase intention, The strategic goal of the 
marketers is to improve the brand awareness and lock their customers by increasing their 
purchase intention and hence making customer brand loyal and for that they can utilise brand 
associations and can depict brand images accordingly while designing their advertisements. 
Marketers need to have a better idea as to how to design a holistic and effective brand 
strategy and increase the Purchase Intention of the customers by creating congruency. 
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Thus the study effectively addresses the gap by providing empirical evidence for the critical 
role of brand personality and self-congruence in enhancing consumers' brand purchase 
intention, the strategic importance of creating a personality led congruence and its 
implications for advertising strategy especially in the Indian context. 
6.3 	Summary of the Findings 
Overall, the findings of the study indicated that there is a positive relationship between the 
brand personality and consumer personality and the congruence had significant impact on 
consumers' purchase intention. This implies that it is quite important to create a brand image 
congruent with target customers' self-image, as per Aaker's five personality dimensions scale 
used in this study. The evidence from the statistical analysis also supports the above 
propositions that people's consumption decision for certain brands are based on their 
individual identities and how they see themselves and relate to that particular brand. 
The research lends support to the claims (Sirgy et al., 1997) that the similarity between a 
consumer's own self-image and the typical user's image can play a signi?cant role in 
consumers' attitude for purchase intentions. The ? ndings are also consistent with 
(Sotiropoulos. 2003) report that usage imagery has a signi?cant effect in both attitude toward 
and purchase intentions for a brand (Sirgy et al., 2008). Specifically the findings of this 
research can be summarised as follows: 
1. The findings suggest that brands could he described using personality traits as per 
Aaker's five brand personality dimensions i.e. Sincerity, Excitement. Competence, 
Sophistication and Ruggedness. 
2. Congruency on Brand Personality dimensions in Apparel Brands: 
• Sincerity: Ray monds is considered to be more Sincere brand than Vanheusen. 
• Excitement: Ray monds is considered to be more Excitement full brand than 
Vanheuscn. 
• Competence: \ anheusen is considered to be brand with more Competence than 
Raymonds. 
• Sophistication: Vanheusen is considered to be more Sophisticated brand than 
Ra\ nloindS. 
• Ruggedness: Ras'nlonds is considered to be more Rugged brand than Vanheusen. 
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3. Congruency on Brand Personality dimensions in Beverage Brands: 
• Sincerity: Pepsi is considered to be more sincere brand than Coca-Cola. 
• Excitement: Pepsi is considered to be more Excitement full brand than Coca 
Cola. 
• Competence: Pepsi is considered to be brand with more Competence than Coca-
Cola. 
• Sophistication: Pepsi is considered to be more sophisticated brand than Coca-
Cola. 
• Ruggedness: Pepsi is considered to be more Rugged brand than Coca-Cola. 
4. The study empirically validated the notion the brand personality and consumer 
personality are related, Indian customers are becoming more brands aware and 
evaluate the available brands to find a match with the brand personality and their own 
personality in order to make a choice. 
S. There is a significant and positive relationship between brand personality and self-
concept. These findings suggested that the degree of congruence between brand 
personality and self-concept also influences the consumer's choices; therefore this 
further reinforces the importance that brand marketers should take both brands' sell-
concept and brand personality into consideration when developing marketing 
strategies. Brand promoters should develop and promote their products and services 
that could reflect the personality traits of the brands and, at the same time, are 
congruent with the consumers' selfconcept. 
6. Brand personality factors positively affect the Purchase Intention of the consumer. 
The purchase intention of the consumer with low congruency may get diluted or to 
some extent it may lead to purchase intention, but by some factors other than 
congruency such as functional utility. Therefore the advertisers and brand managers 
should focus on proper strategics to position these brands in the minds of their 
prospective consumers in a manner to reinforce this congruency effect on appropriate 
brand personality dimensions so as to elicit the high brand personality consumer 
congruency for building favourable purchase intention. 
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7. Advertising is instrumental in activating the factor `congruency' to build the brands 
and sell the products by the companies. The advertisement plays a colossal role in 
building, a unique brand image, appealing to its target markets and differentiating the 
products. 
8. This research does contribute to the body of knowledge because through a systematic 
and scientific investigation this study tested the existing theory regarding the most of 
the relationships that were tested did exist. The research added credibility and 
aftirnmation of the current research. 
6.4 	Implications for Advertising Strategies 
Advertising encompasses a great deal of a company's marketing budget as a prominent 
communicator that a tints uses to expose consumers to its products and came. Managers are 
interested in the return on marketing expenditures and push harder for better resource 
allocation, which has to be allocated optimal ft. Advertising, as a part of the marketing mix, is 
an expense and creates intangible market assets, which are vital for the functioning of the 
Linn. These intangible assets are transtfi. rmcd into cash flow, which can he accelerated and 
enhanced with reduced volatility (Srivastava. Shervant. Fahey, 199$). Therefore it is 
important for companies to strive for an optimal marketing tnix to utilize their advertising 
resources efticientl~•, while portraying the best image. Understanding the individual traits of 
the customer population can allow an organization to make better decisions about the types of 
advertisements that would best appeal to specific markets and the proper diversification of 
advertisements required to cater to the broad range of traits. Also, the knowledge of the 
effects of self product image congruence on consumers' product evaluations can aid 
marketers in understanding the persuasiveness of their promotional messages. The 
effectiveness of promotions may be increased it' they develop and promote a product image 
congruent with the consumer's self-image. 
he study highlights the following points with regard to the brand personality led congruence 
and its in►pact for advertising strategy in general as follows: 
1. The et'tects of personality traits hay e signiticant iWmphcations as personal traits are 
b,. ttcr predictor than demographic characteristics and so personal approaches to 
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customers can be improved if the information in the advertising message is 
constructed in accordance with the individual inherent preferences. Also, different 
types of product categories appeal different types of consumers. In this context, the 
Brand Personality Congruence do influence consumer Purchase Intention. 
2. The results also support the fact that consumers maintain different facets of their self-
concept by using commercial brands. This research on self-image congruency 
supports the findings of similar studies suggesting that consumer purchase intention 
towards brands that match particular aspect of their self-concept will be more positive 
and purchase of these brands are more favoured (Basiijak & Brand. 2008). 
3. Results from this study suggest that marketers can manage the effectiveness of their 
promotional messages by first measuring the brand image and then the self-imago of 
various market segments. These two measures can then be used to identify the level of 
Brand Personality Congruence for a particular market segment. 
4. To enhance the Purchase Intention, the marketer's should not only pay heed on the 
image of their brand but also stress the tit between brand image and self-image. This 
can be as important consideration in evaluating a product. 
I 
5. Alternatively, there are chances that some market segments may exhibit low 
congruency between brand image and their self-image. In such a case, marketers can 
either attempt to change the brand image or try to manage this incongruence by 
varying their promotional messages. 
6. The advertising industry should design and formulate a large scale communication 
advertising strategies using brand personality and self-concept as the denominators for 
attracting their target customers. 
7. In practice, the personification of brands has been frequent since celebrities endorsed 
brands. The use of celebrities or any public icon and his i her personality help 
marketers to position their brands. [his can even help marketers to attract the 
consumers who would identify themselves with these celebrities. I fence consumers 
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could perceive a congruence between their own personality and that of the star or 
celebrity, which may be considered as a brand. 
8. Understanding the process by which consumers fonn brand attitudes and purchase 
intentions is of vital interest to marketing practitioners as well as consumer 
researchers. 
6.5 	Managerial Implications 
In today's competitive environment, creating and managing an appropriate brand personality 
is of vital importance to the survival and success of brands. More importantly, brands should 
create and maintain a personality that is unique and appealing to its target markets. This 
research examining self concept and personal identity theory will create the means for 
marketers to develop understanding of consumer behaviour where spending is concerned. 
From the practical perspective, the findings of this study explain consumer's behaviour is 
influenced by self-concept, brand personality and brand personality congruence. The results 
will help the advertisers and the marketers with the planning of strategic marketing programs. 
The study emphasize that the brand personality- consumer's self congruency had positive 
impact on consumer behaviour towards purchase intention. In today's competitive 
environment, creating and managing an appropriate advertisement is of vital importance to 
the survival and success of brands. In their promotion materials, advertising messages these 
brands could convey the desirable personality traits that best position the brand in the 
consumer's mind and stimulate the congruency effect. 
Thus this research will assist with marketing. communicating and positioning brands as well 
as improve the relationship that customers have with the brand. The significance this research 
will be to marketers of high-end apparel brands and beverage brands because of its 
contribution in managerial decision making process as described below: 
1. It may prove helpful in developing a comprehensive understanding of consumer 
behaviour and consumption, which will help them create more relevant advertising 
campaigns and promotional activity about their brands. 
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2. Marketers will have a better focus on developing the actual brand based on an in-
depth awareness and insight of the psychological element of a consumer's self 
concept and the influence thereof in brand consumption. 
3. Marketers need to constantly track and measure brands' personality and customer 
personality; otherwise they eventually stop or manipulate the advertising strategies to 
be get better noticed by the customer and that brand personality congruency can be a 
powerful means of securing a competitive advantage. 
4. Advertisers must ensure that consumers constantly enjoy a positive experience by 
giving significant thought to areas such as enriching the symbolic meaning of the 
brand and the congruency factor. 
I 
5. Brand strategies must realize that a brand is a business enabler and while building a 
brand, one is simultaneously driving the congruency aspect, which is the output and 
the corporate strategy must be built around the brand. 
6. Marketers need to be conscious of variance within Indian society; in light of the fact 
that Indian consumers love brands during these modern times. These consumers are 
not just a mass market; they are aware and informed decision makers in themselves. 
l 
7. Both marketers and brand strategists should spend time exploring the functional 
versus the emotional role of brands in order to deliver good, strong brands to 
consumers. 
S. Different brands could conduct studies to identify their own unique personality traits 
and then use those personality traits to differentiate themselves from their competitors. 
in their promotion materials, advertising messages could contain the desirable 
personality traits that best position the destination in the competitive markets. 
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6.6 	Limitations of the Study 
Due to the exploratory nature of the study, there were several theoretical and methodological 
limitations that need to be addressed in future research. The current study has the following 
limitations: 
1. The interpretation of the results is based on cross-sectional survey data. Using cross-
sectional data make the results for effect from one variable to another less convincing. 
Therefore, longitudinal data is needed to obtain more accurate picture of the causal 
relationship in the future. 
2. The self-congruity concept applied in this study refers to the actual self. Sirgy (1986) 
claimed that the effect of actual self is often more important than other types of self, 
such as ideal self, social self, or ideal social self. Hence, future studies may include 
other types of self to broaden our understanding of the impact of self-congruity in 
brand consumption. 
3. This study was focused only on residents of Northern India. Therefore, the findings 
are culturally bound and not generalizable. More research is needed for other cultural 
groups. 
4. The main objective of this research was to measure the brand personality dimensions 
of the brands using adopted brand personality scale as suggested by Jennifer Maker. 
The major limitation of this paper is that the questionnaire was administrated to youth 
and early middle-aged population mainly residing in Delhi and NCR. The findings of 
the results cannot be generalized to all ages or locations. The consumer perception 
about the product can be very different in other locations as well as among non-urban 
population. 
5. Research was limited to apparels and beverage categor\ brands and within that, only 
two brands. Therefore this study analyzed only four brands from a limited product 
category range; several studies are necessitated to examine a diverse set of brands and 
catalogue the brand personality and consumer congruity. 
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6. The study was limited to a convenience sample restricting the conclusions to this 
sample. Future research should utilize probability sampling techniques and examine 
different population segments as discussed future research can advance the present 
research findings by applying different statistical techniques such as structural 
equation modelling to depict the relationship between variables and cluster analyses 
to examine differences in consumer segments. 
7. As a final note, the research community needs to provide a paradigmatic foundation to 
consistently operationalize brand image and concepts of brand personality and 
streamline research, maximizing theoretical development in regards to the self-brand 
congruity model and the related structure of brand personality. 
6.7 	Future Research Directions 
This research examined the effects of brand and self-image on consumers' evaluations of 
only four brands from two diverse product categories. It was found that the effect of brand 
image on brand evaluations was moderated by the degree to which consumers think about 
their own self-image and that this can be manipulated through the use of promotional 
messages. Future research should extend these results by examining other variables that 
might moderate this image congruence relationship by incorporating the following aspects: 
1. The study can be extended to diverse product categories, more brands, and other 
regions of the country on the basis of proposed and validated framework. 
2. Another interesting future pursuit would be a cross-cultural study. People in a 
collectivist society are often more in? uenced by others than those in an individualistic 
society (llofstede, 2001; Choi el al., 2005). This difference implies that user imagery 
may play a more important role than usage imagery or brand personality in a 
collectivist society, than in an individualistic society. The current study utilizes a 
sample from Northern India, a population that is regarded as an individualist culture. 
A cross-cultural study including both individualistic and collectivist cultures would be 
able to test whether culture has an impact in the relationships tested in this study. As 
most brands target consumers globally (Wiedinann et al., 2007), a cross-cultural study 
would be able to provide important insights to luxury brands on the issue of 
localization vs. standardization. 
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3. The exploratory part of the study can be further be carried out as conclusive study 
%%,here causual relationship between' among variables can be established by testing it 
empirically through inferential statistics. 
4. Future research should examine the purchasing behaviour of high level of congruency 
between the brand image and self-concept and low level of congruence between the 
same, more exclusively and factors leading to such a difference in their purchase 
intention. 
5. The procedures used in this research were designed to manipulate the extent to which 
consumers think about their self-image while evaluating a brand. Future research 
could replicate the current study, while also measuring personality variables 
(individual difference variables) related to the extent to which they are aware of, and 
concerned with, maintaining and projecting a desired self-image in social situations. 
6. Another recommendation for future rescarch is that the researcher should design more 
questions related to brand personality and congruency in order to obtain a more equal 
distribution of questions or constructs. 
7. Future research that is conducted must have more robust measures for the various 
constructs and concepts that are measured. 
8. Although brand personality is an important topic of study. its research i:; only in its 
infancy. Despite the growing body of literature on branding, there is little empirical 
e% idence that consumers can and do associate brand personality characteristics with 
the brands. 
9. Application of self-concept is to he enhances as in most cases, self-concept was 
treated as a urn-dimensional construct. l lowever. according to Sirgy (1982), self-
concept is a multidimensional construct and there are four aspects of self-image in 
explaining and predicting consumer behaviour. These four a~pccts of self-image are 
actual self-concept, social self-concept, ideal self-concept and ideal social self concept. 
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Therefore, further research is also needed with regard to the impact of brand personality or 
the congruence between brand and consumer personality on other brand segments in order to 
verify existing research results. As only a few studies exist so far which researched a brand's 
personality's effect on brand strength, no generalisable results can be derived. Furthermore, 
since the research studies do not tollo~v a consistent approach but all follow a different 
research design. research becomes complex and intransparent. In order to remedy this 
deficiency a universally valid framework should be developed that better structures brand 
personality research. 
6.8 	CONCLt1SION 
This dissertation makes several contributions in the field of Brand Management and Image 
Advertising. The research is based on the use of personality traits in advertising as a vital tool 
to enhance Purchase Intention of the consumers, within a more general framework of how the 
advertising information affects the consumers attitude towards the brand as a function of 
customers' personalities. 
This research study proposed and tested the theoretical model that attempts to investigate the 
influence of brand personality congruency on purchase intention of consumers and the results 
shows that there is a significant positive relationship between the image congruency and the 
purchase intention. The results of this study provided important implication for brands' 
marketing and advertising strategies, as an understanding of what factors or dimensions 
influence consumer behaviour tested in this study can aid in designing and implementing 
marketing strategies for creating and enhancing consumer brand personality, tailoring unique 
brand personality to attract target markets, differentiating and positioning brands by the 
effective use of congruency. If the advertisements are related to personality traits, then it will 
be quite possible to predict to some extent, what kind of customer will respond to different 
types of ads and how much it affects their purchase intention. Because personal traits evoke 
specific and known behaviour, it will be possible to predict the Future behaviour of the target 
customer grouping a much effective way. However, the only way of adjusting the advertising 
message is by managing the theme of the product. Different ad types may be more appealing 
to different personality traits and brand personality attracts similar customer because of the 
need for self identification with the brand. 
161 
These findings will lead to a better, more informed response by marketers to self concept and 
identify issues as being core to understanding and driving the consumption of apparel and 
beverage brand categories. The findings of this study confirm and substantiate the relevance 
of concept of congruency theory in advertising world. Hence through this study a modest 
improvement in our understanding of consumer and brand relationships is done, which will 
have significant benefits to consumer as well as to advertisers. 
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Abstract This paper aims to analyse the influence ofadvertis~ng led brand personality congruity 
or consumers response in formulation of ta-~ourable attitude towards the apparel brands and 
the congrurtyefect on the purchase intention of consumers. It attempts at integrating the 
concepts of congruity. attitude towards the advert,sernent. att rude towards the brand and the 
purchase intention. Stimuli of seven fashion apparel brands with differente pected personalities 
were e•.atuatea by the respondents on brand personality scale of Aaker (1997). This paper 
presents viable proposit,ons as managerial implications for building the brand personality. The 
study ills the gap in the literature about the congruence between brand and human images, and 
demonstrates how advertising led self-image congru.tyd mensions impact brand preference 
and purchase intention among consumers 
Keywords brand personal ty. self-congruence purchase intention. adverts advertising. 
brsrd, r;g consumer attitudes: consumer behaviour rc'sumrer response apparel brands 
n c....r: ; r.(`.uSir.,, garment industry, apparel -ndustrr ❑uriao images. Drano preference. 
DOI 10.1504!IJE N M 2012.04 7619 
I. ditors 	 Paid Subscribers SCrE V:'r 
act 	
Purchase tics 	Comment on this  Ttsrt M4 VreSS aide article 
Contact us I A o ,t Irderscrence ! OAJ Rouostnr. 	Pnvacyand Cookies Statement I Terms and Conditions I D 2013 Inderscienee 
Enterprises Ltd. 
wiw.inderscience.co/infniicle.phpaiith4761 9 
Help Sitemap 
~'- L E SCIENCE  r 
.PUBLISHERSS 
Publishers of distinguished academic, scientific and professional journals 
Home 	For Authors 	Orders 	News 
LOGIN 
For Authors. Editors, Board MVrnbers 
Usemame 
Rt... r r'OC•r nt 	 FOri utten7 
Article search 
Go 
International Journal of Enterprise Network Management 
Editor in Chief: Prof. Siau Ching Lenny Koh 
SSN online: 1748-1260 
SSN print: 1748-1252 
r( s 	ssues per year 	 Calls for papers 
- t)scr~ption price ~sr~e~sr: 
ENMaddresses the interaction, collaborator.. partnership and cooperation 
---- 	rnween SMEs and larger enterprises in a supply cha n. More innovt,ve 
:alysrs and better understanding of comple~ityin a supplycha,n are essential 
todays global businesses. Supply networks at eery aer have different levels 
complexity and specific types of enterprises and industries have dedicated 
-haractenstics and constraints New and adapted theories, configurable 
models and frameworks are necessary for enterprises to compete and perform 
in the dynamic. complex evolving supply chain. 
S qn up for new issue alerts 
S., bschbe/buy articles4ss ues 
View sample issue 
Latest issue contents 
Forthcoming articles 
Journal information in 
easy print format (PDF) 
View all calls for papers 
Recommend to a librarian 
Feedback to Editor or Inderscience 
Register as a reviewer 
Find related journals 
Fond articles and other searches 
About this journal 	Editorial Board 	Notes for authors 
Topics covered include 
• Maternal requirements ; lann ng (MRPI. manuract..r 	es:: , e planning (MRPIIi 
• Enterprise resource planning (ERP) 
• Supplier•distribution networks, supply chain dynani cs and uncertainty 
• Supplier relationship management (SRM). customer relationship management (CRM) 
• Business to business (B2B) and business to consumer (B2C) 
• E-procurement. e-commerce. e-business. e-organ.sation 
• Business intelligence and knowledge management 
• Supply chain management (SCM) demand chain management (DCM) 
• Order fulfilment and quick response 
• Strategic alliances and partnerships. outsourcing ana off-shoring 
• Small/medium sized enterprises (SMEs) competitiveness 
• Manufactunng, logistics and information technology/systems 
• Performance measurement and benchmarking 
• Inbound/outbound logistics, third party logistics (3PL). fourth partylogistics (4PL) 
!verse logistics. eco-logistics and de-distnbubon, green supply chains 
~n this journ,,t 
Browse issues — IJENM is indexed in: 
Vol • Scopus (E lst 'ue 
Vol 4 • Academic OneFile iGaler 
Vol 3 • Business and CompanyResource Center (Gale) 
Vol 2 • Expanded Academic ASAP (Gale) 
Vol 
bore indexes. 
IJENM is listed in: 
• Aishniliunn Bus,ness Deans Council Journal Rankings Lis 2010 
• abell's Urreclury u' Pubiishrny opportunities 
'.*)re journal Ii Is Mire ctOn us 
Keep up-to-date 
Our Blog 
Follow us on Twitter 
Visit us on Facebook 
Our Newsletter (subscribe) 
RSS Feeds 
New issue alerts 
SHARE 
Sw.r nderscience.comfj home.php?jcode= ijenm 	 1/2 
. 	.' 1i,u rjrt 	\ ;rrnr4 I.i.rrtagc1n('or, I 	/..l. \r, 	11 it 
Influence of advertising led brand personality 
consumer congruity on consumer's choice: 
evidence from Indian apparel market 
Bilal Mustafa Khan and Reshma Farhat* 
I)cparuttcnt of liusincss Administration 
Faculty of Management Studies and Research. 
Aligarh Muslim Uniccrsity. 
Aligarh Pin-202002, UP.  India 
E-mail khatnbtlalmustata o gmail cots 
E-mail reshma farhat20IOa gmail.cotn 
`Corresponding author 
Abstract: This paper aims to analyse f advertising led brand 
personalu} congruity on consumer's response in formulation of tavourable 
attitude tossards the apparel brands and the ongrwh eilect on the purchase 
intention of consumers. It attempts at integrating the concepts of congrutt>. 
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I 	Introduction 
Advertising is considered as the anus; import,int eemH;uiieatiQi tool in marketing and 
branding — with every advertisement brand persunalit% (BP) is built. An effective 
communication of' what a brand stands fir ha: become a fundamental principle of 
marketing. The concept of branding has been cxtensi\cly applied to products and services 
in the generic marketing field (Wain et al., 2005). Marketing managers of today have 
recognised the real value of establishing an identity for their brands. Apart from the 
functional utility, the psychological trait of the brand gives an identity to a brand. 
Although the significance of branding has been hroadl> recognised and «ell-documented, 
the expanding role of branding sere es to underscore its topical importance. 
Distinguishing brands based on physical attributes and functionality have been the 
traditional foci. I lowever, attention to the concert of BI' has expanded in recent )ears, in 
part due to the difficult', of product diflercntiation based on functionality and quality 
(Vervzer, 1995). BP is theorised to be a significant source of customer-based brand 
equity and loyalty (Aaker, 1996b. Anisim<wa. 2(11)7; 13urmann cl al., 2009). A successful 
BP can encourage customer preference and usage (Sirgy, 1982), increase levels of 
emotional attachment (Beil, 1993), trust and loyalty (Fournier, 1998) and provide a basis 
for differentiation (Aaker, 1996b). 
Researchers have focused on the luxury brands market for a number of' reasons 
including the complexity, diverseness, size, status, and the rapidness and constant 
evolvement of the luxury brands market (Atv al and Williams, 2009, Chadha and 
Husband, 2006; Christodoulides et al., 2009: Fionda and Moore, 2009) and BP plays a 
crucial role in attracting the consumer following which the consumer prefers a particular 
brand. Brands b> emphasising on the key attribute that consumer's deem important, can 
increase the probability of being chosen by the consumer, by inducing the level of sell-
congruity. BI' associations, %%Iten strongly activated in consumer memory; also affect 
consumer behaviours and attitudes toward the brand (\'}song, 2000) The self-congruity 
effect largely determines the success of value expressive brands, as congruity between 
-their brand personalities and targeted consumers' self-concepts produces favourable 
consumer responses (e.g., brand attitudes, purchase intentions; Aakcr, 1997. Sirgy, 1y821. 
This provides an opportunity to establish a relationship with the consumer. Also, the 
self-congruity effectgenerates sustainable competitive ad\antage and brand equity 
From a brand builder perspective, BI' is an important input variable, normally 
considered in branding strategy models (Kaplerer, 1991a; Keller, 1993; Aaker, 1996a). 
The purpose of this study' is to evaluate the personality of apparel brands and to examine 
the influence of self-concept and brand personality congruence (BPC) on conswner's 
advertising response Also the effect of advertising in building an attitude towards a 
brand and the purchase intention is also assessed The study indicates the predictive 
power of consumer personality on brand preferences and provides supporting evidence 
for BPC effect. Based on the existing literature and our analysis, this paper examines the 
influence of BP in Indian fashion clothing brand strategies context. This stud% is 
concluded by identifying opportunities for future research in BP congruency dynainism 
;!ltrrrrct of advert, 'rg led hrcur,t persVItcrIIth rnnstrmcr mfl'gmritt 
2 	Re%icy% of literature 
_'. i Bru,til f)Fr.ii;r1in 
Keller (19981 states that "brand personaltt,, reflects ho. people fceI about a brand. rather 
than %%hat the think the brand is or does'. 131' can he defined as "the set of human 
characteristics associated with .. brand'' lAakcr. ( I997), p. 47J. Although brands are 
tcaWhllatc uh}cct;. rna,untcts Otsvn '. ie\\ them as ha' tog human characteristics(Acker. 
1997, I999a, I'lutnmer, 1985) C'onsuntcrs percei 	the brand on dimensions that 
typically capture a person's personality, and extend that to the domain of brands. The 
dimensions of BI' are defined by extending the dimensions of 'human personalrty to the 
domain of brands For example- cun:unter, characterised the Ill' of Oil of (ia\ as 
upscale and 'a,pirational. t%hile :\hsolut \odka's 131' has been charactcriscd as 'Cool'. 
'hip'. and 'contemporar)' tAaker. 1997. Plummer. '_0001. t\idence suggests companies 
that employ BI' as a part of an o%crall positioning strategy. when properly and 
consistently communicated can aft ct consumer perceptions in far more enduring ways 
than other contnwnication strategies (Burke. 10941 Consumers easih assign personality 
qualities to inanimate objects like brands to thinking about brands as if the are human 
characters I Blackston, 1993. Fournier. 1998: ;ulcer. 1997; There is much speculation 
%%itlun the literature as to ho%% BP can he distinguished from other constructs including 
brand identutt and brand image (Raker, 1997, Freling and Forbes. 2005). Parker (2009) 
suggests that BP should he treated as a separate construct, because it has an independent 
effect on brand e%aluauons 
Io measure the BP. man techniques has a been used, as that of personification 
techniques it-annon. 19931, the /.altman's Metaphor Elicitation Technique - ZME 
(Zaltman and Iligie. 19931 or the IMPSYS model IIle%len. 1990: Helen et al., 1995) 
The most recent and the most used concept of measurement is the faker's (1997) 131' 
scale (BPS). She Je%eloped a 131'S in %%hick she identified five BP dimensions and 
15 facets stneerit\ (dos%n-Ia-cartIt. honest, raholesomc and cheerful). excitement (daring. 
spirited, imaginative and up-to-date), competence (reliable, intelligent and successful;. 
Sophistication (upper class and charming): and ruggedness ioutdoorsp and tough). Till 
date. the (3I'S is the unl published and most wwidclR employed 131' measure, shoe' to be 
reliable and gcneralisahle across different brands and product categories. 
= 2 Fashion unc113P( - 
Self-image congruit} influences the consumer's purchase motivations because he'shc 
prefers product, or sensces that are consistent with his her rn\n self-image IKang et al , 
20091 Several researchers ha'.e audied tlsQ Lsssttruen c bet' cen consumer sett-concept 
and product/brand image to predict consumer behaviour variables, such as product•hrand 
attitude, intention, bcha%'iour. and Tuvalu (Sir-,.  I9X2. I985, Sirgy et al . 1991 ) Sirgy 
( 19821 specifics that products can serve as meats h'c \.hich an indi' idea' can 
symbolically display his/her sell-concept to oneself and to others. Consumers evaluate 
and prefer a brand with a matching personality more positi%ely than incongruent brands 
In the corte\t of apparel brand., clothing is a non-%crbal communication torat of the 
tndi''dual personality and x'I1=image (I'homas et al , 1991 ) According to I'crvin and 
John 2001E self-concept is often vie%%ed as a component of personality A number of 
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researchers have suggested that there is a positl%e association between self-concept and 
brand image (Levy, 1959; Sirg~, 1982; Sirgy and Su. 2000; Sirg) et al., 2000:.lohar and 
Sirgv. 1991). 
With regard to fashion market. Goldsmith et al. (1999) showed that the fashion 
innovators described themselves uniquely as more comfortable, pleasant, contemporary, 
formal. colourful, and vain than the later adopters Lachance et al. (20fl3) reveal'_d 
through their work that %%caring clothes «ith prestigious brand names seems to be very 
important for adolescents. Aze%edo and Pessoa (2005) highlighted the influences of 131' 
on advertising responses in fashion branding clouting context `tulyengara et al (2007) 
explored the relationship betv~een consumer personalith and BP as measured by 
constructs reflecting The Big Five dimensions in the context of fashion products The 
findings of the studs sho%% that some dimension; of The Big Five constructs are 
significartly related to preferences on particular dimensions of HI'. It was found that 
consumers %%ho exhibit a conscientious personality demonstrate preferences towards 
'trusted' brands. Hence, the concept of BP congruity plays a crucial role in maintaining a 
long-term relationship with the brand and this product attachment can thus result in a 
longer usage period 
2.3 The ach•erlisenrent ejjeCtit'enes,c 
C'omnwnication is a fundamental aspect uI human existence. Advertisers Use these 
decisions to communicate the product's meanings. and therefore the determined 13P to 
consumers. Advertising is recognised as one of the most potent sources i,f \alonsed 
symbolic meaning Consequently, the f31' depends on the advertising process Advertising 
creativ it is the ability to generate fresh, unique and appropriate ideas that can be used as 
solutions to communications problems Every brand has it personality Advertising design 
plays a major role in maintaining this personalit\. the advertising hierarch\ ofeflccts 
model depicted by I avidge and Steiner (1961) (see Figure I I illustrates the process bN 
which advertising works and portrays consumers passing through a series of steps in 
sequential order from initial awareness (cognitive stage), to liking and preference 
(affective stage) and to actual purchase (behavioural stage). Behind this model is the 
premise that "advertising effects occur over time and advertising communication may not 
lead to immediate behavioural response or purchase. but rather. consumers must fitlIil 
each step before (s)he can move to the next stage in the hierarch%-" (13elch and Belch. 
(998), p.1461 
Hong and Zinkhan (1995) h\pothesised in their study that advertising appeals 
congruent with viewers' self-concept would he superior to incongruent appeals in terms 
of enhancing advertising effectiveness. Advertising efkctiyeoess vas operationalzsed as 
brand memory. brand attitude, and purchase intentions. Again. Meenaghan ( 1995 
Illustrated that advertising has a central role to play in developing brand image, whether 
at the corporate. retail or product level. It informs consumers of the functional 
capabilities of the brand while simultaneuusly imbuing the brand with symbolic values 
and meanings relevant to the consumer A strong managerial relevance to advertisers, 
coupled with the «ell-detincd thicooreticah background of multi-attribute attitude models 
(I'ishhetn and green 1975), has generated considerable research into attitude to\\ard the 
ad. Ad has been hound to be related to attitude tovtiard the brand, AB (Mitchell, 1986: 
Gardner. 1985: Homer, 1990. Muchhng and I.aciniak, 1988, Stay man and Aaker, 1988). 
advertised deal (Burton and I.iehlcnstein. 19881. the likelihood a brand is considered 
Influence of advertising led brand per.omolrlr ronsunter cu'tgrurlt 
(Moore and Hutcltirtsun, 1983). ad recall l7.inkhan and Fornell, 1989), purchase intention 
(Mitchell and Olson. 1981), and attitude tot%ards the act of bu\Ing the brand (Mitchell, 
19lth 
Figure I 	Advertising h;erarch of etlects model 
Cogniti%e  A\%areness 
stage 
Knbv.icdge 
AlTecutc J 	l.i)Ving stage I reference 
(Tori', ir1I n 
Behar iour 
stage Pi. r -t 	.,,r 
Source I avidge and Steiner t 1961, p 61) 
This paper contributes to the research on product attachment b% investigating 
product-personatlty congruence a. a determinant of product attachment in an 
experimental setting. This pape- uses qualitaticc rc~carch methodology, specificalh a 
grounded them framewort. to discover the ttrnnnaIinv of products, and to compare 
these outcomes with Aaker's (1997) tit c-dinien' oiijl >as 
3 Conceptual model and hypothesis de%elo1,nent 
BF' I. a strategic~mik important construct Ihal can help firms aclttcte enduring 
dttlerentiation and sustainable competitive advantage (Plummer. 1985: Biel. 1993: 
Diamantopoulos et al. 2005: Freling and I orhes. 2(105. Venable ct al . 2005 i Researchers 
have consistently argued that brands, like people. take on personality traits (c.g.. Biel, 
1993. Aaker, 1997, Kapfercr, 1997. Keller. 2(1(13. I rcling and Forbes, 2005) At times, 
consumers like branch that are perceived to he similar to the self-image they desire to 
project in social situations, either an ideal self or,and actual self. The dominant paradigm 
In sel~-brand congruity research. spanning Ibur decades of studies ( 1960 to 2000,1 is 
constructing brand image as the typical brand user and comparing this to consumers sell-
image motivations as a basis fur predicting brand attitudes. 
B comntunicatinng, brands graduall\ build up thetr o\%tt utdividual human-t\pe 
character or personal it} traits 	These human-type personal It\ 	traits prom ide 
self-expressive or symbolic functions for the consumer (Aaker, 1999a), v ho uses the 
personality as a cue and exploits the positive aspects to present a given image to the 
world tFreling and Forbes. 2005) A brand with the right personalit\ can result In the 
consumer feeling that the brand is relevant and that the should remain Io} alto it (•\aker. 
I996a: Keller, 2003) In addition, in product, brand categories there sy ntholism is 
important to consumer decisions, )3P and svmnholrsnis are more likely to be related te.g 
fashion clothing and cars). Thus. consumers open choose brands that hate a personality 
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that is consistent %kith their omi setf-concept (Raker. I999a. Keller, 2003: Kressman et 
al., 2006), and it is in understanding this association that marketers can determine the 
s%inbolic use of brands h% consumers 
Research ohscnes a greater cflcct on brand prctercnce for socially conspicuous 
products and brands (maker. 1999a: Dolich, 1969: Maehle and Shneor, 2010: Parker. 
2009: Wang et a)., 2009). The [3f dimensions ttf Aaker (1997) is a framework to describe 
and measure the 'personality' of a brand in live core dimensions, each divided into a set 
of facets It is a model to describe the profile of a brand by using an analogs with a 
human being. It is imperative that a brand he carellill) 'humanised' in order to connect 
with the audience. 
Figure 2 Fi%c dimensions of BP 
Source Aakcr(1997) 
Figure 3 Cc~n e teal modr! 
Stn.cnh 	 ~_ Attitude 
\ 	 ION 
Coml 	DetC^c` 
Ru~ECdncs~ 	 ~L~ BPC L 	I 	/ Purchase 
- 	— 	 Intention 
I Eximement 
on {~ +lanudc lo..a.d~ Sophisticati  
the brand 
!rr/iu,'n e nrcrcficrrrcrn led hrun !pin mu/in con coiner con,,;rimsl 
Another stream of relevant literature v,e dra%% on is self'-brand connections. Sell-brand 
connections can be explained as the extent to which individuals have incorporated a 
brand into their self-concept (Gscalas and Bettinan. 2003 this research aims to explore 
the mechanism that builds Bl through media communication like adserttsing I he 
hypotheses set sst htn the integrated framessork lead to the construct of the adscrttsing 
model cohesi\e to the 13P measures Based on the extensive literature revie's. though the 
experience of' the consumer with the brand creates the BP, ad%e -tising plays a dominant 
role in personalith creation through the media communications. The conceptual model of 
this paper attempts at integrating the three concepts of ad'ertising variabilit\. BP and 
consumers self-congruence %% ith each other and in the process present viable propositions 
as managerial implications for building the 13P considering the variables of marketing 
communications for formulating a fasourahle attitude tov,ards the ad. attitude to%%ards the 
brand and consumer's purchase intention. 
Hence, based on the ahose discussions the Iollossing Hypotheses are set within the 
integrated framework of' the adsertising model cohesive to the BP measures expressing 
the relationship hetsseen the constructs of this study 
l-i1 Consumers sill tasour adserttsentcnts ut brands (in tcmtis of attitude toss aids the ad, 
attitude tossarus the brand and purchase intentions) \% till a personality congruent with 
their self-concept 
112 The higher the perceiscJ degree of;elf-imagc and product till congruity, the more 
positise is the attitude totsards the advertisements 
113 The higher the pervcired degree of self-unage and product BP congnuty, the more 
positt.e r< the attitude tossards the brand 
H4 "I he higher the perceised degree ofsclf-image and product I3I' congruity, the more 
likely is the purchase intention towards the brand. 
Thus. the model and the hypothesised relationship are established on the premise that a 
fasourahle EBPC %%ill further lead to it more lavourahle attitude t o\sards the 
ads ertisements and attitude tossa.ds the brand 'fhc three will eventually lead to positise. 
ratite ing and complying purchase intentions l he research ohiectise is to testify whether 
the atone model holds true in the practical'sorld cspeciall in the Indian apparel market 
contc\t The model explores shether adseetistng which is thought of as an niscstntent in 
brands and %\hrch generate sales revenue for the brand user time is actually ellcctive in 
ti rrnulating posit se E3P associations and attitude tossards the brand final )\ culminating 
into atlirmatisc purchase intentions It aims at exploring the extent to which the 
consumer's buying belay our is influenced by the adsertising and hots in turn it 
influences his attitude towards the brand and finally his purchase intentions. It also 
probes schether the company's efl'or s in delivering adsertutng in a more appealing 
dimension has  quick cogntuse reflexes oil customer's nand \ti till respect the 131' and his 
actual self-leading to congruency etlect. 
4 Research methodology 
I here is clear c\ rdcnce that the emotions that advertising arouse do carry over to products 
and h:ands. and studies have often shossn That attnudr to%kard the ad is it strong mediator 
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o1'advertising elkctivcness (Mitrholl and Olson, 1981: Batra and Ray, 1986. MacKenzie 
et al., 1986; Butner and Kumar. 2000. Stevenson et al., 2000) The majorit% of these 
studies have focused on the studs ofattitude toward the ad as a causal mediating variable 
in the process through %%hick ad\ertising influences brand attitudes and purchase 
intentions. Furthermore, these studies have often shos%n a strong positive relationship 
between attitude toward the ad and brand altitude, \%hick in turn is positively related to 
purchase intention. These relationships are depicted in Figure 4 
Figure 4 Attitude toHard the ad, brand attitude and purchase intention 
Attra:detowards 	}--sf 	BeirldAtrtudc 	) -- 	Pwehase 
the Ad 	I 	\ / 	\ 	lntercton 
,Source: Mitchell and Olson (1981 ), Mackenzie et at (19861. and Brown and 
Stay man (1992) 
W file there are conflicting results reported by a number of studies, the influence of 
likeability on advertising effectiveness cannot be discounted. Franzen (1997, p.125) put it 
this way, "likeability is not a guarantee for persuasion, nor is it absolutely necessary or 
sufficient to achieve it, but likeability certainly can reinforce the effect of aivertising". 
Reiterating the point, Bro%%n and Stay man (1992) found that attitude toward the ad has a 
distincu\e influence on brand cognition and brand attitude. Since likeability is a 
component often used to measure attitude to%sard the ad. (e.g., by Brown and Stayni:ut. 
1992), it is suggested that likeability influences advertising effectiveness. 
Many researchers have attempted to understand BP, but research on 13P has remained 
limited due to the lack of both a conceptual framcv%ork and a reliable, valid, and 
generalisable scale to measure BP (Aaker, 1997). Accordingly, Aaker (1997) has 
developed a valid, reliable, and generalisable scale to measure BP, called the BPS, based 
on a representative sample and a comprehensive list of personality traits. Aaker (1997) 
developed her scale on the basis of three sources personality scales from psychology, 
personality scales used by marketers, and original qualitative research of personality traits 
associated t ith a number oft+ell-kno%+n brands. Thus, Aaker (1997) not onl developed 
a 42-item BPS, but also developed a theoretical 13P Framework that consists of five 
personalit\ dimensions: sincerity, excitement, competence, sophistication, and 
ruggedness These dimensions are derived from 15 personality facets of popular brands. 
Aaker (1997) suggests that Ike dimensions of 13PS are generic and can be used across 
product categories. Previous studies almost exclusively focused on the match between 
consumer self-concept and productfbrand image Although Aaker ( 1999) found another 
self-congruity of ect with refcrcnce to RP. there his been sparse investigation on the 
congruence between consumer -elf-concept and 131' (e.g., Aaker, 1999a; Azevedo and 
Pessoa, 2005; I lelgeson and Suphellen, 2004). 
This stud) here is based on the survey research method employed to explore the BPC. 
attitude tor.ards the brand, attitude towards the ads and whether the three tinall 
culminates into an affirmative purchase intention. For this purpose. a structured 
questionnaire was designed to measure 13P of the various brands selected for the study on 
BP dimensions and to record the demographic profile of the respondents. Also, a full 
page print advertisement of the various brand, covered in the studs were shown to the 
Influence ofoclre me ig lei/ h, ,,uI /' rsol,rlur inlazimrr crnt/ rzird 
respondents in order to enable them to recall and cNaluate these brands. On the basis of 
popularity, prominence and acceptance sewn apparel brands were selected lbr 
undertaking the study — l'nnco Colors ul ISenclwll. CommN lfiltiger. Diesel, I.csis. 
\1 rangier. Ra\ mond and \'an I cusen I he prk'ee 	of the scale adoption in this studs 
in oI es a sequence of steps consistent %%ioh the conventional guidelines for scale 
des etopment tChurcltill. 1979. Anderson and (ierhing, I988t. Using a file-point 
Likert-t\ pe scale (I = strongly disagree, 5 = strongly agree,, subjects rated the extent to 
shich the 42 BPS traits described each of the sescn brand, coscred in the studs. The 
self-concept and BPC %%as measured s ith an adaptation of the method sugge>ted b\ Sim 
et al ( 1997 t. 
The scale items measuring the attitude towards the adsernsetnent and the attitude 
tossards the brands include both aflectise and csaluatise content and .\ere adopted based 
on past researches (Biehal et al., 1992. MacKeniie ct al , 1986. Mitchell. 1986; Jardner. 
1985) behastoural intentions indicating towards purchase %\ere b} lour posiu\e actions 
suggested h Vezina and Paul (1997). A convenience sample of IRO students as taken 
cosering three major cities of North India The student sample ssas considered primarth 
because of their high a%%areness about tashion trends. brand consciousness and exposure 
to various media communications. Analcsis of the respondent's profile resealed that 
most of them ..ere in the age group of 21 to 28 and mates outnumbered the temales. 
Gender-sstse decomposition of sample reseals that 710 o of' the respondents Isere young 
males %%hilc the remainine %%ere females %%here most of the respondents had considerable 
purchasing power. which further supports the suitability of the sample as it eftectivcl\ 
cos ers the targeted respondents tit this stud\ 
, :Anal sis and interpretation 
I lie deli n oI the studs disureJ 1ppcnd,a and random responses I losses er e the ,ar 
and items %%ere tested according to their distributional characteristics It\p,orator data 
anal\sis %%as performed to weed out outliners and '%as examined in particular for the 
norntalit and kurtosis. None of the variables siege found to have significant departure 
from normalrtN or pronounced kurtosis, and thereIUTC all satiahics \\ere touzrd suitable 
for use 
Areal\ses of the responses ins of ing the cItc tat ion o1' the Ic\.el of" involvement of the 
respondent %%ith respect to the clothing revealed that most uC the respondents bought 
fashion and lilest\ Ic products as these rcprescnt a %%a% to express their values and 
personalu\ and also a malorits UsCENI1Clnlliigl hehcses that fashion and Itte stslc 
products are a source of' pleasure or a %%a\ to indulge themselves (hedonist). Overall 
fashion and lilkst Ic products %%ere found to be Iiu_el important mitthe respondent's Iilc 
This is in keeping %%ith the fact that most of the respondents are at a stage in a Ill cscic 
%%here brands and products Hhich base a sell-e\pre,sisc henelit are patronised 
Consumers aids the brand as an extension of sell' and hence purchase products and 
brands in conformance is ith their youth,,, image 
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Table I 	till(' i1;ami personalith scale (MN self) 
Prints 	 Facer name 	 Factor name 	 tf'an 
Don-to-earth Du%%n-to-earth Smcerit 3 24Th 
Famil) -oriented 
Conservative 
Honest honest 
Sincere 
Real 
Wholesome Whole-some 
Original 
Cheerful Cheerful 
Sentimental 
Friendly 
Daring Daring Excitement 3 8G 15 
Trend% 
Exciting 
Sp:rited Spirited 
Cool 
Young 
Imaginative Imaginative 
Unique 
Up-to-date Up-to-date 
Independent 
Contemporary 
Reliable Reliable Competence 3 82b7 
Hard working 
Secure 
Intelligent Intelligem 
Technical 
Corporate 
Successful Successful 
Leader 
Confident 
Upper class Upper class Sophistication 3 98Q3 
Glamorous 
Good Looking 
Charming Charming 
Feminine 
Smooth 
Adventorous Outdoors% Ruggedness 3 349 
Masculine 
Western 
Tough Tough 
Raced 
Iuf1ae'tice ofucfi'erAsrl'ig 1e/ hmnr(pei' sir iltrt c onsro n.r coH,vl'uitl 	 I 
As indicated by the I3PS scale f'or myself the research findings suggest that on a 
Liken-scale of I to 5, most respondent; tdenutied rhemselses with the attribute 
sophistication which had the highest mean \clue o1 3.98 and a loss standard des lation at 
041 suggested that there is as not much sarlation in their responses. Excitement is as 
another attribute that people casils identified «tth an a'erage mean score of 3.86. In other 
surds, the respondents considered themselses daring. trends, excited, young. cool, 
up-to-date. conteurpuran. etc. 'l he quality that found most takers atier excitement %%as 
competence will a mean score of 3 8267. but a Iii her standard \ariauon suggested a lot 
of" aration in the re ponies t he recognition %%tth these attributes and in this ord:r 
follosss naturally from the age pattern of the respondents. mostl\ belonging to the age 
group 21 to 26 and at the prime of their lives Ruggedness and sincerit\ were next in the 
order ofpretcreucc s%ith a mean score of 3 ? and I 2. respectisel~ 
The scaling of the respondents personalit\ on the Jeniiiter Aaker s BlIS c\as a 
prelunhan step fir finding out the associauows that consumers formulates with the 
brands. The result highlights the order ot'attributes %kith %%hich most respondents finds 
easy recognition. To summarise the findings lilr the respondents' personality dimensions, 
the asplrational qualities like good looking, upper class. smooth %%ere considered most 
attractnr and thus mo>t accepted. taking sophistication peaking the populurit\ scale 
among the fi%e dimensions Excitement and competence %%ere next in runs and preferred 
oser ruggedness and sIncerit\ 
1,eble 2 	Swnnlars o(' BP scores 
8runds Srncerin Lxc'trrruenl l enu)Nrrn( : Sophsueau)H R?iggwineys 
L'Cf3 3 oStir 3 8s#9 3's 75 3 0798 3 (925 
Tomm\ Ililtigcr 3 7095 3 75; 1 3 > »? 1 9857 3 7440 
Diesel 3 5571 3 7327 3 1918 3 293x1 3.5079 
Levis 42881 4 1136 36270 3.0440 3 5536 
Wrangler 3 9548 3 6818 3 1561 2.9083 3 1905 
Van Heusen 3 1929 3 6393 3 8859 3 5(124 3 9226 
Rusmond 2'381 3 	 i1'i 4 	8 	' ;8'2' ;t,~~3' 
I he graph represented in Figure 5 depicts that on the scale of sincerity and excitement. 
Lela is said to be the most senccre brand Ka%ntond is the most competence and 
sophisticated brand. whereas Van I leusen is considered to he the most rugged brand. 
Again brand attitude was obtained from aserage ratlines on a tisc point scale superior 
to other brands, grosin to like this brand more than the others, continue to bud' this brand 
in the future, sshen feel the need to bud the clothes think of this brand, lo} al to this brand. 
Scale items were taken from the past researches In the field (e g., Hichal et al.. 1992. 
Mitchell. 1986. Gardner. 19851 Anal\sls ol'the 131' dimensions resealed some interesting 
facts Levi's scored highest at 4 28 and 4.11 on sincent% and excitement, respectively. 
Raymond scored the highest at 4.0807 and 3 8929 on competence and sophistication, 
respectively Surprisingly the respondents regarded Van I leusen as the most rugged brand 
of all. with a score of 3.9226 on the dimension of ruggedness. 
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FiLurr 5 Graphical representetaon of BPS congruity 
Esnmued enaryrnsI meant of i.n s. ry 
e ~s 
P• 
i 
/ 	 1 W 
ksI,,, M d nrrgaul nwLns of eacauoswm 
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I able 3 	1th;,,liras! vun,im,.t th ads:ro;uii: l:: . t:.. 
Brands 	 B1'(' 	 •I if AU 	 .1Ili 	 1'1 
C niteJ Cv;or.% of Betzeltoit 
Smcerit 0 8793 0077 -0.063 -0.021 
Excitement 0 	737 0243' -0035 0060 
Competence 0 8980 (4 184 0 206 0 123 
Sophistication 1) 9915 1)259• 0511•• , 3;1'• 
Ruggedness 0 7326 (1 235* 0 082 0 138 
7o,nnit 11,1jg.r 
StnCent V 01)08 -4i ct27 i) 0' 'r' 
F\cttement 0 6836 0295" U 177 U 220• 
Competence 07377 0325" 0 155 0 238• 
Sophistication 06937 0321" 0331•• 0432" 
Ruggedness 06987 0316" 0 155 0 301 
Diesel 
Smeerit. 1 Otis 0203 0 146 0 275' 
Excitement 09771 0125•• 0.132 U 274' 
Competence 0 948 > t> 365" " 163 0 220• 
Sophistication 0 983.1 0 3930 • 11 342•' II 368" 
RuLeedness 0 R i:' 194 )37 Ii t162 
Levi: 
Sincerit% '151,89 0.283•• U 504•• 0418'• 
L\eitcment U o734 0 423' • 0454'' ) 4631 ' 
Competence 6643 n 194 0293"  (t 413'' 
Sophistication 0 0287 (144)7' *  tl 327'' U 4904 
Ruggedness 07138 0161 0215' 0251' 
t( rangier 
Sinecrth 09068 t) = 1 i• 1) 1)70 (i 	171 
I: 	cttement (18545 41 412' • 0 360" • 0313•• 
Competence 0 8968 U 378• • U 36n• • 0 212 
Sophistication 0.9373 a 532•• l) 3iio' U 259• 
Ruggedness 0 7833 1)334''  1t 2') I • • (I 323'' 
1 U,) H i,sen 
Sincerit\ 0.8499 0 23,4' U 15U -O 1)2') 
E clement 0.6324 0 507111 0 199 0 179 
Competence 06137 0 338 • • 04051' 1) 2(15 
Sophtsttcalwn ti 6050 it 21)3• U 330' I 26" 
Ruggedness 0856/s 0499" 0362" u.231' 
Notes Slgmticance Icvcl 'p < 0 050. •'p <001(1 
AtAI) - attitude toy+arils the ad. MU - attitude tcnsards the brand 
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Iable 3 	Attitudinal dimensions of the ad%enising cot, cti%ene>s (eontinuc 1) 
Rr.rn,l, 	 RP(' 4,4/) .4R 1'l 
R;nrnoir<i 
Sincerity 	 1,067 0283** 0.314" 0 196 
Excitement 0.6851 0305" 0255' 0.263• 
Competence 	0 660O 0285" 0376" 0 317•• 
Sophistication 05472 0-502•• t, 375•• 0529" 
Ruggedness 	0.9451 0.279•• 0397•• 0292•' 
Notes Significance level 	•p <0 050. •'p <0 010 
MAt) - attitude towards the ad. Atli - attitude tow , rJs the brand 
The underlying table demonstrates Nos% the attitude towards the advertisements 
influences the 131'C, the attitude towards the brand and the purchase intention. In case of 
United Colors of Benetton, on the dimensioit of sophistication. generates tavourable 
attitude towards the ad which leads to fa%ourahlc attitude toward. the brand and finally 
culminates into favourahle purchase intentions. Benetton fails to appeal the respondents 
on ans other dimension. In case of Tonun) I lilligerl, the sophistication aspect of the 
brand appeals to the respondent. leading to Ia\twrahle attitude towards the brand and an 
even higher purchase intention. The dimension of competence, excitement, and 
ruggedness generated fa%ourahle response towards the ad%enhement, which did not 
necessarily lead to a fa\ourahle attitude towards the brand but generated very favourable 
purchase intentions. 
I.ikcwwuse. stn filar interpretations could be drawn liar the remaining brands from the 
table What is e\ ident from the tabular arrangement of the abo\, c statistics is that the most 
popular brands are Raymond, Levis and Wrangler, which hale a Isvourable outcome on 
almost esery other dimension. Purchase intentions were highest for Levis. reason being 
that the sampled segment frequently indulges in busing jeans and casual \\ears. Partly. 
the intentions are associated with the was the brand is advertised and how it 
communicates the message of being unique and individualistic. The reason for he 
popularity of Wrangler could also be associated with the ad\ertising techniques, the most 
recent being 'We are animals' theme that portrays the raw and rugged appeal of the brand 
very convincingly. 
6 Managerial implications 
This research explores the application of Aaker's (1997) BP construct in the India's 
branded apparel market All voluntar consumption carries symbolic meaning, therefbre, 
consumers will consume products that hold particular symbolic meaning (Elliot and 
Wattanasuwwan, 1998; Aaker et al , 2001 ). Clothing olien represents an important 
symbolic consumption area for consumers (Goldsmith et al., 1999; Mullarkey, 2001: 
O'Cass, 2001). Clothing brands have been demonstrated to possess important symbolic 
meaning that goes far beyond the basic functionality of the brand (Auty and Elliot, 1998: 
de Chernatony and Riley, 1998), whereby consumers use clothing brands for self-
expressive purposes. This self-image congruence can explain and predict diticrent facets 
of consumer behaviour, including ad effectiveness, product brand use, purchase intent, 
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brand attitude, brand relationship yualtt% and brand Ioyalt% (Sirg et al.. 1997. .Aker, 
1999a, `tehta, 1999: O'Cass and Lint, 2001: Escalas and l3ettman, 2003: Kressman et al.. 
24061 
Communicating a clear and consistent brand image is central to establishing a 
product's marketplace positron. Communication professionals in the fields of adsertrsing 
and public relations are regularly employed to plan the strategic foundations for future 
branding efforts To this end. BP profiles' are regularly part of communicat'on platforms 
used to guide creative message development :\ prerequisite to the desclopment of 
effectise brand messages is an o'rderstanding of shat arises target audiences likes and 
dislikes, driving strategist to identity the most important benefits to imbue in a brand 
image. Research from time to time hasc demonstrated that sell-monitoring, social values, 
fashion leadership. suscepttbilu% to interpersonal inlluence or shopping, orientations are 
some of the ps\chographic sariables that moderates the self-concept and B1'C. External 
social values like affiliation. conformity or group identification also influence the choice 
of brand These consumer characteristics need to he assessed in order to identify the 
cluster %%ith a very clear profile. The implications raise awareness that BP and consumer 
congrwt) need to be examined independent) or at least both Included in the planning 
process to determine their importance in a brands oscrall identity. 
The findings of this study :niphasise that the 131' and consumer congruity need to be 
examined independently or at least both included in the planning process to determine 
their importance in a brand's oscrall identit\. ('entral to developing and maintaining a 
long-term brand image strateg\ is an understanding of the comptchensiveness of a 
consumer centred brand strategy. particular) for brands that are consumed for symbolic 
and social reasons Further, the brand managers or marketing practitioners should 
caret'ul)s anal\ se and identif\ the relatively important BP dimensions for developing and 
executing eflecttse branding strategies. 
Discussion and conclusions 
The research model hvpothestseel that tavourahle attitude towards the fa.ourtble brand 
attitudes and tasourable purchase intentions should result as the congruence increases 
1kt\secn consumer self-image and a brands image. Researchers typically operationalise 
self-brand congruity %%ith indicator scores representing the measured distance bets%een 
self and BP. The latter, BP, is traditionally captured in respondents' perceptions of the 
brand, and other social and psychological factor; like, influence of the social group, 
individual aspiration. etc By encouraging congruit} researchers examine the different 
brand image constructs that cair enhance the usefulness of' the self-brand congruity. 
Because the prunary purpose of the setf-brand congruity is to predict consumer brand 
attitudes and since brand image represents the cognitive structure of brand attitude, a 
broader conceptualisation of HP enhances the application of sel'-congruity  in modelling 
brand attitudes. 
The prime objective of this stud\ %%as to analyse the relationship between the three 
related parameters, i.e., attitude towards the brands, attitude towards the ad and the 
purchase intention ano to see ho%% the 13PC' is aflccied by all three of these factors. the 
research ohjectise Has testified on the mentioned hypothesis and it tried to probe into the 
consumers ps\cite by means of the questionnaire the hypothesis were confirmed in 
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certain cases, however there were many cases %%here the results departed from the main 
hypothesis. The results brines to the fore a ne« finding which indicates, in case of many 
brands that it is not necessarily that the presence ofa high I3PC will always influence the 
attitude to%%ards the brand and au and ultimatel> the purchase intention. The absence of it 
could also generate a correlation on these dimensions The research linding indicates that 
other than these known and certain factors there are many independent factors at work 
that pla> a dominant and determining role in influencing the attitude towards the brand 
and purchase intentions. The finding holds true for all the dimensions of the Jennifer 
Aaker's BPS. 
In regards to the self brand congruity Iramc%%ork and the modelling ot'self-expressive 
brand attitudes, BPC provides an additional brand image construct useable in the 
operationalisation of the congruence phenomenon. Similar to the traditional user 
imager-based self-brand congruity, BPC fends to differ based on respondents' 
self-image dimension; at times actual-BPC best predicts brand attitudes, while in other 
instances it does riot. In light of this, BPC pros ides a framework for stud> ing the 
construct BP and its relationship to brand attitudes. The BP construct, does not remains 
confined to a particular theoretical domain. As per the results that were deri%ed in the 
course of the research work there is a need highlighted to incorporate those independent 
factors that influences the attitude to%%ards the brand, and purchase intention. 
This stud}, was exploratory in nature and presented an original comparison using the 
const act referred to as BPC. Several limitations of the study are identified that restrict 
the conclusions that can be made, though the> do not preclude the value of incorporating 
a more encompassing conceptualisation of the brand image construct in the self-congruity 
model. Instead, -,ia their aekno\\lcdgement. areas for advancement in future research are 
recommended, enhancing the contributions of this stud\ and maximising the potential of 
incorporating a more holistic conceptualisation of the BP construct in the self-brand 
congruity research. The present sample as limited and suffered from a gender 
imbalanced (i.e., mostly males) college student population. Studies need to address 
dill rent consumer segments, Isom diverse population stratum (e.g., older adults and 
dittcrent ethnicitics), in order to ad\ance the results of self brand congruit> model. In 
particular, cultural diflcrences may be a significant factor in better understanding this 
phenomenon. The present sample was limited to an average Indian, family-oriented 
culture, from \khich individuals' self=vaiues are expressed in terms ot''We'. On the other 
hand, self-brand congruity may Junction dillcrently in a collectivist culture, v. here 
self-values are predominately expressed in terms oil' rather than 'We'. 
The study was limited to a consenience sample of college students, restricting the 
conclusions to this sample. Future research should utilise probability sampling techniques 
and examine dilicrent population segments as discussed. Second, this study analysed 
seven brands from a limited product category range: several studies are necessitated to 
examine a diverse set of brands and catalogue the BP and consumer congruity Third, 
future research can advance the present research findings by applying different statistical 
techniques such as structural equation modelling to depict the relationship between 
variables and cluster analyses to examine differences in consumer segments. As a final 
note, the research community needs to provide a paradigmatic toundation to consistently 
operationalise brand image and streamline research, maximising theoretical development 
in regards to the self-brand congruity model and the related structure of BP. 
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